



HE MAGAZINE FOR WHOLESALE ELECTRICAL DISTRIBUTORS AND THEIR SALESMEN 


The Quality Line of Cape| 
he /ua ity ne O C ape | 
| 









ae ee ee ee — oe ee — Iv se 
A 
Vv 
C 
ow Z 
8) 
* + 


PAIS TPHOVF IN/MLAS07 


Go ot 





xs’ Ssrq@S8 





ALI7FVAD 


RUBBER DIVISION 
| 
BRIDGEPORT CONNECTICUT 











Watch 
for the NEW 
HAZARD 


OOO ae 


Ieee Hees 0900885604444 4 1 6 4 Sig 


Pend yt i 

nat _ eo sebbbbbbbbhhbhiliil it rrpies. tit ASL, 

e »s** if idg 

a thids ‘ 
—— wr wmaseree WO 66459 9999909444444 45 1, WAL 
oe a* 2A . ae E | j 
oe FAP noe yNMeeernnnnnetrenh> £9009990444 44, iG 4 

“ , ‘.} if 
: “ ANY f 

‘ / 


- hea, 
egy rrr nF? 9999900094445, ,, 
Se RT haaaneeiiiihhh hh > Litt TTT 
ae Me aapeneaihibbhh ltl tt TT hig 

+4 


tt aye 


eeeettet” Hdd, 


ut 
ae mares 


eeertTTL ae 
PEARS 
Assiste 


owt 
ao ti eeet' 
nena ?Y 
tts “S4#igaasveane 
te 24 
"THE a eee eeees 


HAZAR 


Presents A New Cable 
SAFE and CONVENIENT 


\ ”] ATCH for the announcement of this new Hazard 
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The Square D Multi-breakeR is the new 
method of electrical distribution for the 
home. It eliminates the annoyance of lo- 
cating blown fuses and the expense and 








6. It is as simple as a light switch. 
7. It indicates which circuit is disabled. 
8. It automatically prevents overloading 
circuits. 9. It can be installed in the 








delay of obtaining and changing them. 


In addition it gives circuit breaker pro- 
tection and a means of switching for 
sub-feeds at the cost of a good range switch and fuses. 


Home builders and those adding to their electrical services 
will want the Multi-breakeR because: 


1. No fuses or fuse box are necessary. 2. Current is restored 
by flipping a handle. 3. There is no danger of shock. 
4. There is no upkeep cost. 5. There is nothing to replace. 


CALL IN A 


SQUARE J] COMPANY 


kitchen, hallway, or any other conven- 
ient place. 10. It provides switching in 
all branch circuits. 


Every home builder is a prospect. The speculative builder 
cannot afford to omit this modern electrical convenience. It 
is ideal equipment for electric range installations. It is built 
for either surface or flush mounting with 15 to 50 ampere 
branch circuits. 


Attractive counter displays are available to you and your 
contractor customers. 


SQUARE D MAN 


DETROIT- MILWAUKEE -LOS a 8 
SQUARE 0: COMPANY CANADA LTO. TORONTO. ONTARIO 
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The Robinson-Patman Act 


AT will be the effect of the new Robin- 
son-Patman Price Discrimination Act on 
business in general? What will be its effect 

on the wholesaling trade? Is the law constructive, 
or will it demoralize our present distribution system ? 

Every one is asking such questions and no one 
seems to know the answers. Most business men 
are sitting tight awaiting developments, while a few 
have become panicky, have withdrawn their price 
lists and are selling all comers at a single price, 
regardless of quantity. 

While the law may compel drastic changes in both 
the selling and buying policies of many firms, there 
appears to be no cause for hysteria. Those who are 
best qualified to forecast the thinking of the Federal 
Trade Commission’s legal staff are convinced that 
the Commission will be most reasonable in its inter- 
pretation and enforcement of the law. 

Our own staff has prepared a summary (see page 
8) of opinions on various phases of the law which 
includes a suggested “zone of safety” within which 
the wholesaler can probably operate with safety 
until such time as definite rulings are made by FTC 
and the courts. 


ERTAIN unethical trade practices, including 
“chiseling,” are definitely outlawed under the 
new Act. The wholesaler who knowingly accepts an 
inside discount, which is not extended to other 
wholesalers buying in like quantities, is violating the 
law. “Spiffs,” which have long raised havoc in the 
radio field, are ruled out along with so-called adver- 
tising allowances that have actually been inside trade 
discounts in camouflaged form. 

Thus, while the trade waits for definite interpreta- 
tion on many important points, such as classification 
of customers and intra-state sales, there should be 
immediate relief from those trade evils which are 
now unquestionably illegal. 

Of course there is the possibility that, when a test 
case reaches the Supreme Court, the Robinson-Pat- 
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man Act may follow NRA into the discard. Should 
it leap its legal hurdles, however, one of its most far- 
reaching effects will be its insistence upon a greater 
knowledge of both costs and prices, knowledge which 
can be obtained only through intensive cost 
accounting. 

Heretofore business policies have too often been 
based upon guess. Now business must face some 
specific questions concerning both price structures 
and distribution channels. These are questions which 
should be asked, law or no law, because they are 
bound to lead to healthy progress in our economic 
system. 


CCORDING to Dr. Willard L. Thorpe, of Dun 
& Bradstreet, “The strength and sometimes the 
very existence of different channels of distribution 
are in large part determined by their price relation- 
ship to the rest of the system. Price is their link to 
commercial life, and if that link is poorly fitted, their 
chances of survival are definitely lessened. Price 
structures, ranging down from raw materials to 
finished products, have become as important as price 
levels in determining the kind of economic world 
in which we are to live. The Robinson-Patman Act 
definitely puts an end to our ‘ostrich’ period of 
disregarding these facts. The present approach may 
not be the correct one, but at least, we are attacking 
the problem.” 

When these facts are brought to light, the bona 
fide electrical wholesalers, who actually warehouse 
and actually sell, need have no fear. They will be 
shown to form a very necessary and economical link 
in our distribution system. When prices are based 
upon services rendered, the legitimate wholesaler 
will survive. It is the gyp and the parasite that will 
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Here is a bridge. Safely and‘surely, 

over its roadway, passes a never-ending 

stream of the world’s goods. The building 

of such a structure is a tremendous undertak- 
ing. Its very complexity staggers the imagination. 


But does the truck driver, with a fifteen- or 
twenty-ton load behind him, cross with fear and 
trembling? Does he fear collapse before he 
reaches the farther shore? Indeed no — for, 
consciously or unconsciously, he knows that an 
army of scientists and engineers developed the 
materials and made the plans — that the topless 
towers, the main cables, the hanger cables, the 
girders — everything down to the last rivet was 
put in its place to do a specific job — that, all 
together, they will not fail. 
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To the right is illustrate’ a representative 
group of General Electric hous_hold appliances. 
To reach the countless homes, where they will 
contribute to better living, they pass over a 
“bridge,’’ comparable to the one above. 





Like any great bridge, this one too depends 
for its strength on the proper functioning of all 
its component parts. The great towers, repre- 
senting the vast manufacturing facilities of Gen- 
eral Electric, would support little without their 
foundations on the bed rock of scientific fact and 
unending research. 


Without a distributing organization, General 
Electric might be likened to a suspension bridge 
without cables. For, as the great main cables of 
a bridge bear the weight of traffic through the 
numberless hanger cables, so do General Elec- 
tric’s distributors support trade through their 
dealer organizations. 


Any bridge must have its maintenance men — 
the men who, once the bridge is built, make pos- 
sible the uninterrupted flow of business — who 
are responsible for the proper functioning of all 
its parts. A patch is wanted here. A bit of paint 
there. Yonder a rivet needs replacing. These men 
are ever on the alert — ever present when 
needed, to offer aid, counsel or co-operation. 
These are General Electric’s District Managers 
and Field Men. Never hesitate to call them. 


GENERAL @ ELECTRIC 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONN. 
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NEWA Gathers In 


For Semi-Annual Meeting at the Hotel Statler 


Sunday, September 27 


10:30 A. M., 2:30 P. M., 8:30 P. M. 


Meetings of Executive Committee 


Monday, September 28 
10:00 A. M. 


Meetings of the following commod- 


ity committees: 


Apparatus and Control 

Armored Conductor 

Conduit 

Conduit Fittings and Outlet 
Boxes 

Fan Motors 

Flashlights and Batteries 

Heating and Motor Driven 


Devices 
Industrial and Commercial 
Lighting 
Lamp 
Outside Construction Materials 
Radio and Tubes 
Refrigeration 


Residential Lighting Fixtures 
Wires and Cable 
Wiring Devices 


2:00 P. M. 


Conferences of these commodity 
committees with manufacturers 


The Order of Business 


Tuesday, September 29 
10:00 A. M. 
Opening session of the convention 


Address 
L. E. Latham, chairman of 
Executive Committee 
Address—High Spots in Re- 
cent Legislation As It Af- 
fects Electrical Wholesalers 
Dana T. Ackerly, Esq., 
counsel 
Report of Committee on Uni- 
form Discount for Cash 
D. L. Fife, chairman 
Report of Publicity Committee 
G. H. Wahn, chairman 


2:00 P. M. 
Session for members only 


Commodity Committee Re- 
ports and Discussions: 
Apparatus and Control 
Armored Conductor 
Conduit 
Conduit Fittings and Out- 
let Boxes 
Wires and Cable 
Wiring Devices 
Outside Construction Ma- 
terials 


FOR OCTOBER, 1936 


Bufialo 


Wednesday, September 30 
9:30 A. M. 


Session for members only 


Commodity Committee Reports 
and Discussions: 
Lam 
Industrial and Commer- 
cial Lighting 
Residential Lighting Fix- 
tures 
Fan Motors 
Heating and Motor Driven 
Devices 
Radio and Tubes 
Refrigeration 
Flashlights and Batteries 


Unfinished business 
New Business 
12:30 P. M. 
Adjournment 
12:45 P. M. 


Meeting of the Executive Commit- 
tee 


2:30 P. M. 


Session for members only 
















































BEFORE a complete modernization of the store front, 
Levitt Bros., Braddock, Pa., appeared to the passerby to 
be just another place where you could go for furniture when 
you needed it. 


' AFTER a $4000 improvement, of which more than $400 


was spent on new lighting, the store had such sales appeal 
that the quality as well as the quantity of customers 
increased markedly. 





Main St.—-Open For Business 


With modernization daily becoming an economic necessity 


to more and more merchants, retail stores now represent 


a very substantial and rapidly expanding electrical market 


ETAIL store modernization is moving into high 
gear. A comparatively unimportant source of 
business not much more than a year ago, today 

it is challenging new residential construction for the 
lead in sales possibilities. 

Paced by the larger stores which have been gradually 
modernizing for better business since 1932-33, Main 
Street is rapidly waking up to the importance of putting 
on a new “dress”. FHA promotion, constant and ever- 
increasing pressure on the part of the retail trade publi- 
cations and a growing realization that business is going 
to their “modernized” competitors, is forcing the smaller 
merchant in line. He is ready to buy. 

According to figures published in the May issue of 
ELECTRICAL WHOLESALING, this situation opens up a 
possible market of $1 billion. 

What does that mean in terms of business to the elec- 
trical wholesaler? 

The total cost of new fronts now ranges from $70 to 
$100 per front foot. The electrical part of this cost 
runs from 10 to 20 per cent if convenience outlets are 
included. The 30 foot store that installs a new front 
would therefore represent an order of $200 to $600 
for the electrical wholesaler—a sizeable unit sale. 

But modernization doesn’t stop with a new store front. 
Floors, walls and ceilings are torn out and replaced. 
New fountains and luncheonette equipment is installed. 
Up-to-date refrigeration is included in the plans. 

Such changes likely will call for extensive new wir- 
ing. There will be new interior lighting; fans and 
ventilators; interior displays; lighting for show cases; 
air conditioning; controls for lighting and temperature 


6 


and other store and office equipment. Except in the 
case of the more prosperous stores, not all of this 
equipment can be sold for every modernization job. 
But enough items will be included in each to raise the 
value of the electrical equipment considerably above 
the figures quoted above. 

Large department stores and the larger chains are 
naturally the most logical prospects for modernization. 
They usually are well financed and well managed and 
a modernization job in one or more of their units rep- 
resents some sizeable business. A large number of them 
have already modernized, and many more are now in 
the midst of the job. 

Much of this business, of course, can be obtained by 
the wholesaler. But it is the small stores that offer the 
greatest field at the present time. They can best be 
reached through the trade. By working hand in hand 
with his live contractor customers, the wholesaler can 
create and thus reserve for himself a large share of 
this business. 


r * HE chief difficulty in selling the small store was for 
merly tied up with a shortage of cash. It was one 
thing to convince the owner of the need for modern- 
izing and quite another to interest him in spending 
money when he couldn’t see where it was coming from. 

Under the FHA plan, this is no longer a drawback. 
Owners of stores can now borrow up to $2,000 from 
regular lending agencies. Loans are repaid monthly 
over a period of as long as five years. No mortgage 
is taken and no endorsers are necessary other than 
husband or wife. The sole requirements are a good 
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credit standing and proved ability to make all payments 
promptly. A lessee is also eligible, provided the lease 
extends at least six months beyond the date of the final 
payment on the loan. The lease must also include a 
requirement that the lessee be responsible for repairs 
and improvements to the property. 

Such credit terms can definitely be used as an argu- 
ment in promoting modernization. When the merchant 
has some ready cash, the loan privilege can be employed 
to induce him to expand his plans and thus do a better 
job. It takes the credit risk from the wholesaler or his 
contractor-customer and passes it on to a regular lending 
agency. In short, it makes the small store as profit- 
able a possibility for the sale of modernization as the 
large one. 

With financing so easy and experience clearly demon- 
strating that increased business follows modernization, 
possibilities in this field, as revealed by market studies, 
can really be classed as possibilities. The latest figures 
on the field, and the most comprehensive, have just been 
released by the Bureau of Foreign and Domestic Com- 
merce in a bulletin entitled “Store Modernization Needs”. 
This survey, presented in 124 pages of charts and text, 
is based on a study of 8,108 retail stores and service 
establishments in 23 selected cities as sample areas. 

Among the interesting facts produced by the report 
are these: 

“Nearly 29 per cent of the stores visited should have 
the lighting fixtures replaced or added to. 

“57 per cent are rated only fair or poor on outside 
signs; 53 per cent on display windows. 

“66 per cent have no electric or neon outside sign. 

“Only 50 per cent have modern fixtures—the term 
-modern meaning practical, efficient and of good appear- 
ance. 

“The need of interior modernization is greater than 
exterior. 

“Aside from the frequently suggested need for paint- 
ing and repairing the walls and ceilings, the next most 
frequent recommendation calls for new or additional 
lighting fixtures.” 

In all of these cases, extensive electrical equipment 
is required. 

In the back of this survey is a ten-page check list 
which the merchant himself can use to determine just 
where his own establishment is in need of modernization. 
This can also be used by Chambers of Commerce or 
Merchants Associations in a modernization canvass of 
members. 

Approximately 120,000 copies of this check sheet will 
be sent out to store owners by manufacturers and others 
interested in this market. This should be a help in 
stimulating the interest of the proprietor in dressing up 
his establishment. But this is only one of many promo- 
tion campaigns that are operating to open up this huge 
market. 

About three years ago, when new building construc- 
tion was virtually at a standstill, the Pittsburgh Plate 
Glass Co. decided to beat the depression by organizing a 
store front department. Standard plans for modern- 
izing the front of the average retail store were devel- 
oped. These were so designed that they could be man- 
ufactured on a quantity basis and installed by the store 
owner, with the aid of a local architect on minor details, 
at an average cost of $525. 

A field organization of 55 salesmen is now aggres- 
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sively merchandising these store fronts in all parts of 
the country. They use a series of four visamatic films, 
prepared with the assistance of the Westinghouse Lamp 
Co. and are supported by a series of full page advertise- 
ments in the leading trade papers in about 20 retail 
fields, including baking, boot and shoe, chain store, drugs, 
dry goods, filling stations, furniture, groceries, hard- 
ware, jewelry and men’s wear, also banking and restau- 
rants. These ads have been appearing regularly each 
month for nearly two years. 

The field men are instructed to approach local utilities 
and offer to exchange store modernization prospects. 
Some utilities have seen the load building opportunities. 
They have cooperated fully and followed through on 
each job to see that the new store front is properly 
lighted. Some 48 actual jobs, investigated by the Public 
Service Co. of Northern Illinois, brought an increase in 
revenue of $39,000, an average of nearly $800 apiece. 

Sales have been especialy numerous in the smaller 
cities and towns, although many sales are made in the 
larger metropolitan areas. The chain stores, both na- 
tional organizations and local groups, (Turn to page 28) 


Advertisements, such as this selected from a Pittsburgh 
Plate Glass Co. series, and the return card, part of a mail 
campaign of the 
Luminous’ __ Build- 
ings Co., are help- 
ing to develop mod- 
ernization business 
on every Main St. 
in the country. 
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Some Interpretations Of The 


Robinson-Patman Aet 


New Price Discrimination Law brings serious problems. 


Wholesaler differentials are probably legal. 


Certain 


unethical trade practices are now outlawed. A suggested 


of 


**7one 


OW seriously should the whole- 

saler, or manufacturer, or retailer, 
look upon the new Robinson-Patman 
Price Discrimination Act? Two schools 
of thought have developed among law- 
yers who have attempted to analyze this 
new amendment to the Clayton Act. 
The first group hold that the law is 
ambiguous and complex, that it is prob- 
ably unconstitutional, and that it. will 
prove to be unworkable. Those who 
hold to this view recommend a “stand 
pat” attitude until such time as the 
Federal Trade Commission gives evi- 
dence of earnest enforcement. 

The other group holds that, despite 
these facts, the law ts to be taken seri- 
ously. They point out that it is the 
outcome of years of discontent over 
preferential prices to favored buyers 
which have seriously affected distri- 
bution. They predict vigorous enforce- 
ment during the next two or three 
years, or until such time as test cases 
may be carried to and passed upon by 
the Supreme Court. They anticipate 
further legislation,. tightening the pro- 
visions of the present act. They point 
out that the law follows economic 
trends that cannot be halted, regard- 
less of the constitutionality of the pres- 
ent law, that it compels business to face 
specific questions concerning price 
structure and channels of distribution, 
questions which should be asked in the 
interest of healthy economic progress, 
laws or no laws. 

Those lawyers who have, in the past, 
been in closest contact with the Fed- 
eral Trade Commission, and who 
should be in the best position to pre- 
dict the policies of that body, urge that 
the Robinson-Patman Act be looked 
upon as serious legislation. Among 
leading economists, as well as unbiased 
Washington observers, the predominat- 
ing opinion is that this law represents 
only the beginning of a drastic revo- 
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safety” for the electrical 


By E. T. ROWLAND 


Editor, Electrical Wholesaling 


lution of many of our business prac- 
tices. 

Recent changes in policy by several 
large national distributing organiza- 
tions indicate that they are taking the 
law seriously. Sears-Roebuck, for ex- 
ample, has cancelled its Goodyear con- 
tract, plans to have its tires made in 
the factory of an owned-and-controlled 
subsidiary company. As this is writ- 
ten, at least four complaints of violation 
of the Act have been reported as al- 
ready filed with FTC. 


High Points of the Act 


In general, the law provides “That it 
shall be unlawful for any person en- 
gaged in commerce * * * either directly 
or indirectly, to discriminate in price 
between different purchasers of com- 
modities of like grade and quality * * * 
for use, consumption, or resale within 
the United States * * * where the effect 
of such discrimination may be to * * * 
lessen competition * * * create a 
monopoly * * * or to injure, destroy, or 
prevent competition with any person 
who either grants or knowingly receives 
the benefit of such discrimination, or 
with customers of either of them * * * 
That it shall be unlawful for any per- 
son * * * knowingly to induce or re- 
ceive a discrimination in price * * * 
prohibited by this section.” 

It is important to note that, under the 
terms of the Act, the burden of proof is 
placed upon the accused, rather than 
the accuser. The accused is considered 
guilty until he proves otherwise. This 
is a radical departure from the usual 
procedure. 

The general theory of the R-P Act 
is that each seller should treat all buyers 
alike on price, on discounts and allow- 
ances granted, and on services and 
facilities offered, but with some limited 
exceptions. Also that the buyer may 


wholesaler. 


not knowingly accept such discrimina- 
tion. Thus, buyers who instigate, or 
who knowingly participate in, unlawful 
discrimination become liable to penal- 
ties as well as the sellers. 

Drastic penalties are provided for 
violation of any provision of the Act, 
and three methods of securing redress 
are available to injured parties: 

1. Complaint may be filed with the 
Federal Trade Commission, which has 
the power to issue “cease and desist” 
orders against the violator; 

2. Civil suit may be entered against 
the violator for triple damages, plus 
costs of suit; 

3. Under Section 3, which is a penal 
statute, complaint filed with the Federal 
Department of Justice may lead to 
criminal action, involving a fine of not 
over $5,000, or imprisonment for not 
more than one year, or both. 

The new law tightens the former 
provisions of the Clayton Act, which it 
amends, in three important respects: 

1. Price discrimination which in- 
jures but a single competitor now be- 
comes illegal, regardless of whether or 
not others are injured; 

2. The law is now specific as to what 
constitutes discrimination, leaving little 
to the discretion of FTC or the courts; 

3. The mere showing of a price dif- 
ference on goods of similar (not iden- 
tical) grade and quality, now requires 
that the accused prove the difference to 
be legal. 


Knowledge of Costs Required 


Nelson B. Gaskill, a former member 
of the Federal Trade Commission, 
points out that: “It is much easier to 
underestimate the seriousness of the 
questions of policy now confronting the 
business executive than to overestimate 
it. Once a prima facie case is shown 
against a respondent, if he has not pre- 
pared his defenses or his justifications 
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by a careful reconsideration of his sales 
policy and some pretty intensive cost 
accounting, he might as well throw 
down his hand.” 


Interpreting the Act 


There is need for interpretation of 
the law, particularly of the limited 
exceptions where price differences are 
permitted. However, the FTC will not 
issue regulations amplifying the law 
because it is the responsibility of the 
courts, rather than the Commission, to 
interpret the Act. Obviously it will be 
many months before court decisions of 
actual cases will be available in suffi- 
cient numbers to serve as a guide to the 
legal interpretation of the Act’s provi- 
sions. 

Meanwhile, business men will be com- 
pelled to make their own decisions, with 
the counsel of their own attorneys and 
accountants, as to what they can and 
can not do under the Act. 

Trade association attorneys have al- 
ready given to their members their 
opinions on several doubtful points. 
Several of these, which directly con- 
cern the wholesaler, are quoted in this 
article. However, it is first necessary 
to clearly understand the fundamental 
provisions of the Act. These have been 
very clearly set forth as follows by 
counsel for the National Association of 
Manufacturers : 


Analysis of New Act 


“PRICE DISCRIMINATIONS PROHIB- 
ITED. The bill makes it unlawful for 
any person engaged in commerce, in 
the course of such commerce, directly 
or indirectly to discriminate in price 
between different purchasers of com- 
modities of like grade and quality. It 
is not necessary that the transaction 
constituting the discrimination shall be 
a sale in interstate commerce. The dis- 
crimination in price would be unlaw- 
ful if interstate sales are consummated 
with other customers on less favorable 
terms. 

“PRICE DIFFERENTIALS EXPRESSLY 
AUTHORIZED. The new law specifically 
allows different prices to different pur- 
chasers where the discrimination in 
price between them makes only due al- 
lowance for differences in the costs of 
manufacture, sale or delivery resulting 
from the different transactions. How- 
ever, these differences in the cost of 
manufacture, sale or delivery, in order 
to justify a price differential, must re- 
sult from either or both of the follow- 
ing: 

“1. The differing methods in which 
the commodity is sold or delivered to 
different purchasers, or 

“2. The differing quantities in which 
such commodities are sold or delivered. 

“Price differentials allowed because 
of ‘differing methods’ in which the 
commodities are sold and delivered have 
been explained by the sponsors of this 











Are These Practices Now Legal? 


Can a wholesaler sell over the counter at the same price as when 
he delivers to the customer or to the job? 


Can a wholesaler sell for cash at the same price as when he 


extends credit? 


Can a wholesaler sell to another wholesaler at only a nominal 


mark-up? 


Can a wholesaler sell to industrials at a higher price than to 


contractors? 


Can a manufacturer allow freight to destination, regardless of 
variations in freight charges to different points? 


Can a manufacturer sell from a local warehouse stock at the same 
price as when goods are shipped direct from the factory? 


Can a manufacturer extend wholesaler prices to a concern which 
also does some contracting or some retailing? 


Can a wholesaler, or manufacturer, accept protection orders for 
goods to be delivered to a specific job at a later date, when prices 
may have changed in the meanwhile? 








bill in the House to include, for ex- 
ample, a situation where one purchaser 
takes multiple store deliveries and 
another purchaser takes single ware- 
house delivery with consequent savings 
in trucking or other delivery costs to 
the seller. This saving could be ex- 
pressed in the form of a lower price to 
the second purchaser. 

“Price differentials in the form of 
varying quantity discounts must be 
based solely upon differences in the 
cost of manufacture, sale or delivery 
resulting from the different quantities 
purchased. A price differential based 
on a large quantity purchase must be 
confined to the actual difference in cost 
resulting from the manufacture, sale 
or delivery of the larger purchase. 

“In connection with quantity dis- 
counts, the Act authorizes the Federal 
Trade Commission to fix maximum 
limits as to particular commodities 
when it finds that available purchasers 
in greater quantities are so few as to 
render differentials above such limits 
unjustly discriminatory or promotive of 
monopoly in any line of commerce. 

“The new law also expressly sanc- 
tions price changes made in point of 
time of changing conditions affecting 
the market for, or the marketability of 
the commodity involved. Price changes 
justified by changes in market condi- 
tions include, for example, the necessity 
for disposing of perishable goods which 
may deteriorate, seasonal goods which 
may become obsolete, distress sales un- 
der court process, or sales in good 
faith in discontinuance of business in 
the goods concerned.” 

Under the Act, is it lawful for a 
manufacturer of wiring materials to 
have one price for the wholesaler, and 
another price, on like quantities, for the 
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contractor? Can an appliance manufac- 
turer have one price schedule for the 
distributor and another for the retailer ? 


Are Wholesaler Differentials 
Legal? 


As finally enacted, the law fails to 
contain any specific permission to sell 
to different classes of purchasers at 
different prices, although preliminary 
drafts of the bill allowed differentials in 
price to wholesalers, retailers, consum- 
ers or purchasers of a product to be 
used in further manufacture. With- 
out this exemption, the status of price 
differentials based upon customer classi- 
fication, is not clear. 

The Institute of Distribution gives 
this answer to the question “Can man- 
ufacturers sell to wholesalers at a spe- 
cial price, or trade discount, just be- 
cause they sell for resale?” 

“By no means—the optional cus- 
tomer classification section was amended 
out of the law. As a matter of fact, 
if a manufacturer now continues to give 
a wholesaler a trade discount of, say, 
15 per cent or 15 and 10 per cent off of 
his wholesale list, on say a dozen lot, 
simply because wholesaling is involved, 
and does not adjust fully the price, in 
selling a large lot for delivery in bulk 
to a large retailer’s local warehouse, 
until it fully covers the demonstrable 
cost of difference, and a customer of the 
wholesaler happens to be in competition 
with the large-order retailer, one of 
whose outlets is competitively injured, 
the manufacturer faces liability under 
the law. Hereafter, prices to whole- 
salers must be on the basis of quanti- 
ties bought and methods of sales in- 
volved, if the desire is to avoid pos- 

(Continued on page 62) 











Richard P. Taylor 


different branches ®f the electrical industry has 

become a major factor in its expansion. If it 
were not for team-play between the manufacturer, 
wholesaler, power company and contractor-dealer, the 
present rate of development would be materially slower. 
Over in Boston lives an alert sales engineer named 
Richard P. Taylor, representative of the Square D 
organization in the New England area. In view of his 
constructive work in behalf of trade relations as a vice- 
president of the Electrical Manufacturers’ Representa- 
tives’ Club of New England as well as in his private 
business activities, ELECTRICAL WHOLESALING sent a 
representative to obtain Mr. Taylor’s thoughts upon the 
current situation in manufacturer-wholesaler affairs. The 
result was encouraging to believers in team-play. 

Sitting at his desk with the summer heat of the “Hub” 
pleasantly tempered by the Atlantic breeze, Mr. Taylor 
pointed out the far-reaching value of the wholesaler’s 
service. “This office serves all New England except Con- 
necticut,” said Mr. Taylor. “We sell in this territory 
through some 25 wholesaler outlets. Our branch office 
is actively on the move, but it is necessarily small in 
numbers. Thus the gaps between calls on the trade are 
inevitably wider than good coverage requires. The whole- 
saler’s frequent contacts with users of electric service, 
with buyers and specifiers of switch and control equip- 
ment, could not be duplicated by a factory field staff 
without costs all out of line with good business. So this 
coverage is a most valuable and indeed necessary ap- 
proach to our market.” 


WW isteses of interest among men working in 
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Teaming Up Effectively 
With 










































the Wholesaler 


An Interview With 


RICHARD P. TAYLOR 


New England Manager, 
Square D Co., 
Boston, Mass. 


By 
H. S. Knowlton 


- “Can you put a time element into this, Mr. Taylor?” 
asked the interviewer. “Will you be a little more specific 
as to the advantages of frequent coverage ?” 

“Certainly,” replied Square D’s representative. “We 
would like to drop into every one of perhaps 1,000 
switch and control users’ places every two or three weeks 
to see how things are going and to be in close touch with 
their service conditions and prospective needs. But we 
cannot do this or even approach it. Our wholesalers can 
make the grade because of the large number of lines 
which they carry, the intensive traveling their men main- 
tain regularly, and what you might call the ‘economics of 
mass coverage.’ ” 

“Because the wholesalers’ salesmen call on their cus- 
tomers at least once in three weeks they have their fin- 
gers on the pulse of local trade all the time; contractors 
and electrical men from industrial plants are constantly 
coming into their main or branch offices, or are in com- 
munication by mail or wire. The chances of our losing 
business because we do not hear of it in time to give our 
competitors a run for their money are greatly reduced by 
the wholesalers’ field work, and over and over again it 
has proved so timely that we have been in the focus of 
the buying picture instead of outside the frame. 

“For instance, a moderate-sized industrial plant which 
we have scheduled for semi-annual calls by our men sud- 
denly found itself coming out of the depression with a 
mass of orders which gave them a rush of blood to the 
head because obsolete electrical equipment in their estab- 
lishment was failing. Orders for motor starters and 
switches had to be placed at once. One of our distribu- 
tors’ men calls there every few weeks and knew the con- 
ditions. He also heard that the plant electrician called in 
a competitor. The wholesaler’s man immediately called 
on us to send a man to this plant to help in the selection 
of equipment. This meant a $400 order for him and for 
ourselves. It is this kind of cooperation which makes 
money for both wholesaler and manufacturer and gives 
real service to the consumer. If our wholesalers’ sales- 
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man had not called on us, the order would have been 
lost to both him and to ourselves, for a competitor 
would have secured it. “Mr. Taylor added that the 
wholesaler’s services also aid the manufacturer’s circu- 
larization and catalog coverage, facilitating more accu- 
rate distribution of trade literature. Distributors send 
out envelope stuffers at no extra cost to themselves and 
at only the printing cost to the manufacturer. Such mail- 
ing pieces go into envelopes with correspondence, invoices 
or statements, and are valuable advertising. 

“How about the wholesaler’s knowledge of credits?” 
we asked. “This is a real asset to us,” Mr. Taylor replied. 
“I need not enlarge upon it for it is well known to the 
industry. But it means, in a word, that if we were to sell 
direct to the trade we would have to maintain a credit 
department in each branch office to determine the rating 
of each contractor and industrial prospect. That would 
be expensive, and our distributors handle this very 
effectively.” 

“This brings us,” said the interviewer, “to the point 
where it would be helpful if you would tell our readers 
just how you define a ‘legitimate’ wholesaler.” “There is 
no problem about that,” said Mr. 


we can under such conditions, but the sounder arrange- 
ment is to play close to wholesalers’ representatives who 
do not try to run one line against another in the hope of 
getting business from the prospect in one corner of the 
set-up if not somewhere else.” 


“et do you do,” asked the interviewer, “when a 
contractor gets a wiring job where your switches 
are specified, and where he has to buy material from a 
wholesaler who does not provide an outlet for your line?” 
“That is easily arranged,” said Mr. Taylor. “The whole- 
saler orders them from one of our own distributors. 
We do not sell direct out of our branch office stocks, 
either. We carry a representative stock of our prod- 
ucts, but if a contractor or industrial purchaser comes 
into our place and buys equipment, the order is placed 
through one of our wholesaler outlets. So we do not 
‘short-circuit’ the wholesaler in any way. All whole- 
salers should and in fact do resent direct selling by manu- 
facturers on lines which are usually stocked by whole- 
salers. Certainly a manufacturer cannot hope to sell both 
the wholesaler and the wholesaler’s customers, especially 
when he sells the customer at dis- 
tributor’s cost or very close to it.’ 





Taylor. “Perhaps the requirements 





lately set up by our New England 


“What about the proposal now 





club are as simple a way to put it 
as anything. These state that a 
man calling himself an electrical 
wholesaler should receive at least 
75 per cent of his revenue from 
wholesaling ; he should start busi- 
ness with a cash capital of $5,000 
minimum; maintain at least one 
salesman on the road, and, finally, 
have a staff whose members under- 
stand the electrical trade.” 
“Another good definition of an 
electrical wholesaler is ‘a person, 
firm or corporation whose princi- 


“Because the wholesaler’s sales- 
men call on their customers at least 
once in three weeks, they have 
their fingers on the pulse of local 
trade all the time. . The 
chances of our losing business be- 
cause we do not hear of it in time 
are greatly reduced by the 
wholesalers’ field work and over 
and over again it has proved so 
timely that we have been in the 
focus of the buying picture in- 
stead of outside the frame.” 


current to eliminate manufacturers’ 
branch stocks, Mr. Taylor?’ 
“There has been some discussion 
of this in our territory,” he replied. 
“Some of our friends in the whole- 
saling field would doubtless like to 
see this brought about. There is 
no question that a manufacturer’s 
branch office stock aids the trade. 
Our policy of selling through 
wholesaling outlets protects us 
from criticism. Anything we can 
do to facilitate deliveries is to the 
good, as long as proper credits are 

















pal electrical business is the pur- 


given to our outlets for sales 





within their territory. 





chasing and reselling of electrical 
products (excluding second-hand 
products) to dealers for resale, to electrical contractors, 
central stations, steam and electric railroads, Federal 
and state governments and municipalities, industrial 
companies and to manufacturers requiring electrical 
materials in the fabrication of their products, provided, 
however, that such person, firm or corporation main- 
tains and warehouses a stock of such standard electrical 
products sufficient adequately to service the electrical 
requirements of his customers but does not install elec- 
tric wiring, devices, appliances or equipment and does not 
perform wholesale functions merely to secure whole- 
sale prices for the benefit of allied persons or firms.” 


“WE SEEK to be represented only by bona-fide 

wholesalers. We cannot afford to be tied up with 
people to whom electrical sales are a side line or a low 
proportion of their total volume. In this connection I may 
say that even where a wholesaler may fall inside our defi- 
nition, we cannot have wholly satisfactory relations where 
he lets down the bars to competitive lines. The wholesaler 
cannot expect the same service from us under such con- 
ditions as we give to the man who concentrates on our 
line in its proper place in his business. We do the best 
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“Do you consider 25 whole- 
salers enough to cover your territory?’ was asked. 
“Yes,” said Mr. Taylor. “We have wholesale outlets 
in all important trading areas. We do not believe in 
extending distributors’ prices to every wholesaler who 
asks for them. If we can get good coverage from one 
distributor in a given section we do not add another, 
but rather work consistently with the wholesaler we 
already have. The policy of adding every hardware 
house, plumbing house, electrical contractor and depart- 
ment store to the distributors’ list is not very far-sighted. 

“To sum up, the wholesaler gives the manufacturer 
better and greater coverage, minimum credit risk, stocks 
available at many points, and the help of a house known 
in its own city or section. The manufacturer, in turn, 
gives the wholesaler the benefit of national advertising 
and catalogs, the sales and engineering help of his men, 
together with such special help as displays, moving pic- 
tures and display coaches. The opportunities for future 
electrical development are so great that I look forward 
to a long period of constructive team-play between the 
different branches of the industry, and in this work the 
wholesaler and the manufacturer seem destined to bear 
a useful part for many years to come.” 
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The Seattle home of 
Harper - Meggee_ which 
has been remodeled along 
with the company’s Port- 
land and Spokane houses. 


ey 


Modern and efficient lighting show off the major 
appliances to advantage. Venetian blinds not 
only control the daylight but add an up-to-date 
touch to the pleasant atmosphere of: the room. 
The great improvement in business in the North- 
west prompted the modernization. 


Despite the fact that complete lines of the vari- 
ous appliances are displayed on the floor, there is 
a noticeable absence of crowding. All appliances 
are easily accessible for minute examination by 
prospects without annoyance or inconvenience. 


A portion of the show room is devoted to ranges. 
The models are displayed against the wall, 
exactly as they would be in the home. The 
center of the floor is clear so that a good idea 
of each range may be obtained from a distance 
as well as close up without the confusion of 
models in between. 


The parts department has not been overlooked 
in the modernizing process. A complete stock of 
parts for ranges, refrigerators, washers, vacuum 
cleaners, ironers and radio are neatly and attrac- 
tively arranged so that they are available 
promptly at a counter which serves as an inter- 
esting display while the customer has his order 


filled. 
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Consignment Selling 


Pro and Con 


Based on prize-winning research as a student of the 
University of Pennsylvania last year, this study of the 
consignment problem is the third in a series of articles by 


Mr. Stamm. The fourth will discuss price differentials. 


ROWTH of consigned stocks 
G between the manufacturers 

of electrical goods and the 
wholesalers who distribute their 
products has become a singular by-product of the lean 
years. As a group, the wholesalers have been quick to 
condemn this method of distribution. 

In the present article an attempt has been made to view 
impartially the advantages and disadvantages which 
accrue from consigned stocks. In the final analysis, how- 
ever, it readily will be seen that although certain benefits 
are realized through the adoption of the plan, the detri- 
mental effects far outweigh the gains. 


Advantages of Consignment Selling 


1. Electrical wholesalers who would otherwise be 
handicapped by insufficient working capital to purchase 
adequate stocks can overcome this shortcoming by buy- 
ing on consignment and paying the manufacturer after 
they, the wholesalers, have been paid by the retailer or 
contractor. This system of distribution is highly advan- 
tageous to the young concern which is just starting in 
business and which, consequently, must purchase on 
liberal terms. 

2. The wholesaler is not exposed to the dangers of 
price reductions, obsolescence, depreciation or deteriora- 
tion since the stocks of commodities remain the property 
of the manufacturer until they are sold by the whole- 
saler. 

3. Wholesalers who purchase on consignment can 
more efficiently and economically serve their markets in 
that they have a more adequate and better balanced stock 
than they would if they purchased under the usual out- 
right basis. Some wholesalers are prejudiced against 
carrying a complete stock of certain commodities, such 
as seasonal goods, goods which are manufactured in 
many sizes and styles, and certain slow moving special 
items. Consignment selling helps to correct such a state. 

4. Consignment selling when used by the manufac- 
turer as a phase of price maintenance may be said to be 
advantageous to the wholesaler since it prevents competi- 
tive price cutting. Since the manufacturer retains title 
to the goods, he may dictate any price which he desires. 
Consequently, the wholesaler must sell at the price set 
down and no price cutting can take place. 


Disadvantages of Consignment Selling 


1. A general policy of consignment selling gives rise 
to an influx of poorly financed “mushroom” wholesalers. 
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By HAROLD S. STAMM 


Silk City Electrical Supply Co. 
Paterson, N. J. 


These “dealers” can undersell the 

legitimate wholesaler because they 
- perform none of the functions of the 

latter and, consequently, are not 
burdened with the accompanying expenses involved in 
carrying out such services. 

2. Consignment selling, without price maintenance 
schedules, may lead to price cutting. Financially handi- 
capped wholesalers with large stocks of consigned goods 
on hand may slash prices below the current market values 
in order to secure immediate cash. 

3. Consignment selling limits the independence and 
free thinking of the wholesaler since he must cater to the 
policies set forth by the manufacturer whose stock he has 
on his shelves. 

4. Consignment selling may lead to an undue expan- 
sion of credit. Because the wholesaler purchases on 
credit he is likely to extend greater credit to his customers 
and to be less conscientious with his credit risks than 
he would were he operating under an outright purchase 
basis. 

5. The wholesaler who purchases on consignment is 
the loser on a rising market. Were he to own the goods 
in question he would reap the benefits of a rise in prices. 
Under consignment, however, the manufacturer is the 
only one who realizes any gain, in that he may increase 
the price of goods which already are on the shelves of 
the wholesaler. 

6. Under the consignment plan, a wholesaler becomes 
an “agent” for the manufacturer. There is apt to be. 
inevitably, a loss of alertness on his part as regards price 
studies and shrewd buying. 

7. Consignment selling increases the operating ex- 
penses of the wholesaler. Increased effort in the clerical 
and accounting departments of the wholesale concern are 
necessary since consignment selling means reporting to 
the manufacturers at certain definite intervals the sales 
made, and the present inventory on hand. There is also 
an increase in storage expenses, since larger stocks are 
kept on hand when carried on consignment than when 
purchased outright. 

8. Consignment selling is often a step taken by the 
manufacturer to eliminate the wholesaler. After the 
wholesaler has been reduced to a dependent position by 
the establishment of a consignment policy it is quite pos- 
sible for the manufacturer to sell direct to the retailer. 

9. Consignment selling often results in a loss of logical 
relationship between cost and price. Unless prices are 
made with consideration to cost and profit, then uneco- 
nomical lines are being handled. 
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Opportunities Ahead! 


Tremendous potential markets for electrical goods 
are graphically portrayed by “Factory” in its chart 
story entitled “What Industry Means To America.” 


VIVID picture of the part 
A which industry has played in 
our country’s phenomenal 
development is presented in the 
August issue of Factory Manage- 
ment and Maintenance. The story 
of “What Industry Means to 
America” is graphically told in a 
series of charts which should con- 
vince even the most hard-boiled poli- 
tician that the prosperity of America 
depends upon the prosperity of its 
industries. 

There are two series of charts 
which directly concern the electrical 
wholesaler. The first portrays in- 
dustry’s future markets, eight of 
them : 


a eee $29,000,000,000 
Electrical Appliances. 16,000,000,000 
Farm Electrification.. 5,000,000,000 
Power Plants ........ 4,000,000,000 
Central Stations...... 3,000,000,000 
Machine Tools....... 1.000,000,000 
Air Conditioning..... 1,000,000,000 
Textile Machines..... 1,000,000,000 


Several of these charts are repro- 
duced herewith, because each of 
these markets offers a sales oppor- 
tunity to the electrical wholesaler. 

Housing heads the list. Factory 
estimates the cost of making up 
our existing housing shortage at $29 
billions. If only one per cent of 
this $29 billions (it should be nearer 
three per cent) represents the sales 
of wiring materials and lighting fix- 
tures by the wholesaler to the con- 
tractor, then the market potential 
for the electrical wholesaler is almost 
$300 million dollars, exclusive of 
appliances. In addition there is the 
normal demand for new houses, 
over and above this shortage, which 
amounts to 275 million sq. ft. per 
year. 

The potential market for the sale 
of electrical appliances to homes 
already wired is estimated at no less 
than $16 millions—and this figure 
does not take into account the 10 
million American homes that have 
no electricity, but that immediately 
become prospects for appliances as 


soon as they are wired, neither does 
it include the farm market for $5 
millions of electrical goods, nor the 
utility market of $24 million. All 
together, the potential electrical mar- 
ket is sufficient to keep a million fac- 
tory workers busy for over 44 years. 

The estimate of a $5 billion farm 
market assumes that only one out 
of every three unwired farms is 
electrified. (One out of every ten 
farms is already wired.) The cost 
of wiring and appliances is given as 
$1,000 per farm. This does not in- 
clude any farm equipment such as 
milking machines, cream separators, 
milk coolers, feed grinders, incuba- 
tors, brooders, shop motors, portable 
utility motors and other electrical 
equipment, requiring an investment 
of $1,145 per farm. 

The chart depicting the central 
station market shows that, if only 
10 per cent of the unwired homes, 
farms and factories are electrified in 
the next two years, the utilities of 
the country will have to spend 
$3 billion for additional generating 
equipment, transmission lines, sub- 
stations and distribution equipment. 


A MARKET that directly con- 
cerns the electrical wholesaler 
is that for machine tools—because 
new machine tools usually require 
new wiring, new control and often- 
times improved lighting. In 10 
years, the average machine tool be- 
comes obsolete. It may not be ready 
for the junk heap, but chances are 
that improved equipment has been 
developed during this period and 
that manufacturing costs can be re- 
duced by replacing the old equip- 
ment. On this basis, 65 per cent of 
the machine tools in America’s 
metal-working shops are obsolete. 
Out of total of 1,350,000 machines 
now in use, 875,000 need replace- 
ment and some 336,000 more should 
be replaced by the end of 1940. 

In the textile industry a similar 
situation exists. In excess of $1 bil- 
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lion must be spent if the obsolete 
machines now in use are to be re- 
placed with modern units that will 
do more work at less cost. And here 
again, new machines will usually 
require new wiring, control and 
lighting. 


IR CONDITIONING pre- 
sents another billion dollar 
market which directly concerns the 
electrical wholesaler. According to 
Factory's estimate, sales of air con- 
ditioning equipment will rise from 
$73 million this year to 275 million 
in 1942. Automotive sales in- 
creased from $40 million in 1905 to 
over 2 billion in 1935 and a similar 
phenomenal growth is predicted for 
the air conditioning industry. 

Small stores and shops provide 
the largest market, followed by large 
stores, theatres and public buildings ; 
factories ; complete home units; rail- 
road cars, and single-room or office 
units. Many electrical wholesalers 
are already active in the sale of unit 
conditioners and all of the larger 
installations involve the use of 
wiring materials which should 
be supplied through wholesaling 
channels. 

Another important trend, which 
also indicates that large selling op- 
portunities lie ahead, is graphically 
shown in a series of charts, entitled 
“Lower Prices Mean Higher Sales.” 
Several charts from this series are 
reproduced on the following pages. 
They indicate how, as machines 
make products at lower costs, they 
are offered to the buying public at 
lower prices. As a result, more are 
bought, many more people want 
them, and still more have to be 
made, resulting in even lower costs. 
And, as production increases, new 
jobs are created and more workers 
have money to buy with. Thus, as 
the wholesaler’s unit of sale becomes 
smaller, especially on his appliance 
lines, his sales volume steadily 
increases. 
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MEN YOU SHOULD KNOW 





* ROBERT H. PARKER 


President, Peerless Electric Co., 


HE interview had reached the 

inevitable question, When were 

you born? “Eighteen eighty- 
two,” shot back the youthful-looking 
“Bob” Parker. Incredulity was only 
too apparent on the face of the 
questioner. The date was repeated 
slowly and distinctly. There had 
been no mistake. That doubtful 
look following the announcement of 
his birth date is familiar to him. 
Most people are surprised to learn 
that this Minneapolis wholesaler has 
reached that period in life commonly 
termed “middle age.” His actions 
and appearance hardly coincide with 
the records. 

Mr. Parker isn’t a native of Min- 
neapolis. He was born and raised 
in New Haven. After graduating 
from the Boardman Manual Train- 
ing School he matriculated at Yale 
to learn something of the whys-and- 
wherefores of electricity. Upon 
graduation from the school of Elec- 
trical Engineering, “Bob” left New 
Haven for Schenectady, N. Y. His 
first job was in General Electric’s 
testing department. After two years 
of checking electrical products he 
was transferred to the engineering 
end of the business. Two years 
were spent in that line of endeavor 
and the bosses decided that the 
Parker fellow in the engineering de- 
partment seemed to have the traits 
that should make him an_ able 
salesman. 

Three years on the road assured 
those responsible that in addition to 
knowing how to sell their merchan- 
dise, Robert Parker also had the 
makings for handling a more re- 
sponsible job. His next position had 
to do with the firm’s railway equip- 
ment. When the management 
learned of a community or group of 
men planning to build an electrical 
railway line, Mr. Parker was one of 
those sent out to get the business. 


20 


Minneapolis, Minn. 


A Pioneering 


Salesman 


His technical knowl- 
edge was extremely 
valuable on this job 
because each project 
offered a different en- 
gineering problem. 

In 1909 he hopped 
a “rattler” for Salt 
Lake City, as he was 
to become manager of 
the General Electric 
office there. Four 
years passed and he 
returned to New 
Haven for one year, 
in the same capacity. He was then 
moved to Butte, Montana, again 
serving as manager. While in Butte 
he took part in developing plans for 
the first 2400-volt railroad system 
in the country. This electrification 
project was known as the Butte, 
Anaconda & Pacific R.R. 

His next move took “Bob” Parker 
out of the West, to the Chicago 
office. His job in the Windy City 
was to sell power station equipment 
to the utility interests. However, 
he wasn’t destined to settle perma- 
nently for awhile, because in 1916 
he received an order to leave for 
Duluth. He stayed in this city for 
four years. 


same 


INNEAPOLIS was his next 

address. Then once more to 
Chicago in 1923 as district manager 
of the railway department. In 1928, 
he was in the wholesale field for the 
first time, when he was promoted to 
general manager of the Northwest 
General Electric Supply Co., which 
name was later changed to General 
Electric Supply Corp. In his new 
position Mr. Parker was responsible 
for the activities of the St. Paul 
house as well as those of the 
branches in Minneapolis, Duluth, 
Fargo, N. D., and LaCrosse, Wis. 


pioneer 


along new paths. 


A quarter-century ago, “Bob” Parker went 
on the road for the General Electric Co. 
He was unusually successful in promoting 
new products in new fields. Today, as head 


of his own wholesaling organization, the 


him 
A large sign  busi- 


spirit still leads 


ness is one of the outstanding results 


He resigned this position in 1932 
and for the first time in his working 
career wasn’t on the pay roll of 
G. E. Co. 

Late in ’33 he learned that he 
might be able to buy a local whole- 
saling house. A short time later he 
became president of Laird-Nebel- 
thau, Inc., in Minneapolis. This is 
now the Peerless Electric Co. 

Today this company does a gen- 
eral electrical supply business, and 
handles a very representative line of 
major appliances. Mr. Parker has 
discovered the possibilities of the 
sign game, so has taken an active 
interest in this type of business. 

A believer in cooperation, “Bob” 
Parker is a faithful attendant at 
meetings of his local wholesaler 
group. He also is a member of the 
Minneapolis Electrical Association. 

Although he is now wholesaling 
on his own responsibility, he still 
has one daily reminder of the years 
of his association with G.E. It 
stands on four legs and barks. Its 
name is “Geco”. 
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ROBERT H. PARKER. President, Peerless Electric Co., Minneapolis, Minn. 
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Of Cuilslandin, 


NOT the fact that Electrical Contractors 
everywhere recognize the General 
Cable products as of first quality — 





NOT that the list of products is ex- 
ceptionally complete — 


NOT that Company inventories and 
warehousing back up a wholesaler’s 
stocks so admirably — 

BUT THAT FIRM ADHERENCE TO A 
SIMPLE AND STRAIGHTFORWARD 
POLICY OF COMPLETE JOBBER CO- 
OPERATION MAKES THE LINE SO 
SATISFACTORY TO HANDLE FROM 
THE WHOLESALER’S VIEW POINT. 


GENERAL CABLE CORPORATION 


Sales Offices: ATLANTA * BOSTON * BUFFALO * CHICAGO * CLEVELAND 
DALLAS * DETROIT > LOS ANGELES * NEW YORK °* PHILADELPHIA + ROME 
PITTSBURGH * SAN FRANCISCO °* ST. LOUIS * SEATTLE - WASHINGTON, D. C. 


GENERAL CABLE / 
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4—TRENCHLAY CABLE 
5—BARKHIDE TREE WIRE 


ROMEX NON-METALLIC SHEATHED CABLE 
6—WEATHERPROOF LINE WIRE 
7—BARE COPPER WIRE 


GUARDIAN BUILDING WIRE 
SERVICE ENTRANCE CABLES 


In the General Cable procession, read- 
= 
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ing from left to right: 
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NIRES and CABLES 


Chicago Electric Golf Club 
Tees Off 


One hundred members of the Chicago 
Electric Golf Club spent the afternoon 
of August 11 on the Hickory Hills 
course. The gala day wound up with 
a chicken dinner. The blind bogey 
prize went to W. J. Wenrich of Com- 
monwealth Edison. The three low 
gross prizes went to: Class A, Carl 
Heinbrodt; Class B, Birch Addington 
and Class C, E. A. Hakanson, 


1. A. J. McGivern, Chicago Elec- 
trical Wholesalers Assn.; 2. D. E. 
Worrell, and George Arras, Quad- 
rangle; “Bill” Heaps, ELEcTRICAL 
WHOLESALING; Birch Addington, Ben- 
jamin Electric. 3. A. H. Kahn, Gen- 
eral Electric Supply; 4. J. Braverman, 
Garson Electric; C. P. Kob, Jeffer- 
son Electric; Ray O’Leary, Engle- 
wood Electric Supply; W. J. Doherty, 
Doherty-Hafner. 5. Gene Ball, Com- 
monwealth Edison; Jack Taylor, Ed- 
wards; W. J. Wenrich, Common- 
wealth Edison; E. A. Hakanson, 
Appleton Electric. 6. “Bill” Weiss, 
Graybar; “Reggie” Renaud, Harvey 
Hubbell; “Charlie” Dubsky, Crouse- 
Hinds. 7. “Bill” Weiss, Graybar; 
Riley DeLano, Westinghouse Supply. 
8. T. D. Scarff, G. E. “Lamps” and 
Frank Leasure, contractor (back- 
ground). 9, W. F. Maguire, W. F. 
Maguire Co.; B. P. George, Electrical 
Credit Assn.; Harry Collins, Econ- 
omy Fuse Co.; A. C. Holland, 
Middle States Electric. 10. Joe 
Kopp, General Cable; Jack Sadler, 
Commonwealth Edison. 11. J. S. 
Jacobson, J. S. Jacobson & Co.; Felix 
Van Cleef, Van Cleef Bros. 12. H. 
B. Edwards, Inland Glass; H. Pauley, 
guest; C. H. Edwards, Evans Fibre 
Box. 13. B. J. Cunningham, G. E. 
“Lamps”; A. R. Warner, Youngs- 
town Sheet & Tube; S. F. Murphy, 
Habirshaw Wire & Cable. 14. Carl 
Heinbrodt, Electric Association ; 
Charles Schick, B & L Electric; 
B. A. McClain, Horton Electric; 
V. A. Johnson, Arrow-Hart & Hege- 
man. 









@ a GOOD Type D Switch 
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HE primary purpose of any safety 
| ta is to make, to carry, and to 
break a current. Proper current-carry- 
ing capacity demands strong pressure 
of the jaws on the blades. If pressure 
isweak, contact becomes faulty, heat- 
ing develops and trouble begins. 

With the growing demand for long 
and satisfactory switch life, additional 
precautions must be taken. You have 
to measure... you have to KNOW... 
what the trade needs to give that serv- 
ice regardless of whether it be a Type 


A switch, a Type C or a Type D. How- 
ever, we repeat, the basic requirement 
of any safety switch, for any service, 
is adequate contact pressure. 
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Study the C-H line to see how each 
type is built especially to meet the 
needs for which you want to use it. 
Then note that regardless of which 
switch you select, there will be no de- 
parture from time-tested principles. 
You actually get adequate contact 
pressure in every Cutler - Hammer 
switch. Thus, you can select it with the 
full knowledge that you are getting 
the best switch time, talent and money 
can produce. Your business is safest 
with the C-H Safety Switch line... lead- 
ers in Current-Carrying equipment. 
CUTLER-HAMMER, Inc., Pioneer Man- 
ufacturers of Electric Control Apparatus, 
1327 St. Paul Avenue, Milwaukee,Wis. 


CUTLER-HAMMER 









The Pull Test 


Grab the crossbar as shown above... pull 
the blades out by hand. If it is easy to pull] 
the blades out, pressure is weak, contact! 
is faulty, and the switch will not give 
satisfactory service. On the other hand, 
if the blades are hard to free, held firmly, 
as in C-H Switches, you have excellent 
contact, long life, super-satisfaction. 
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@ The C-H line includes all types and sizes of Standa 
Weatherproof and Explosion-Proof Safety Switches, a 
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LUMILINE SYSTEM 
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Main St. Is Open 


For Business 





(Continued from page 7) 


have proved excellent prospects. Actual 
figures on the number of installations 
sold to date are not available, but they 
run to surprising totals and, from pres- 
int indications, last year’s excellent 
record will be far surpassed in 1936. 

The Pittsburgh Plate Glass Co. is in- 
terested primarily in the sale of the 
store front itself. It remains for some- 
one in the electrical field, utility, whole- 
saler or contractor, to follow through 
and sell an adequate wiring and lighting 
installation for the new show windows. 
And, in many cases, the store owner 
can be persuaded to modernize his in- 
terior lighting at the same time. 

Here is an immediate market, con- 
sisting of thousands of retail 
which is growing larger each month. 
The job of selling the modernization 
idea to the store owner has already been 
done. These stores, therefore, are A-1 
prospects for the commercial lighting 
salesman. 

A somewhat similar promotion job 
is being done by Otis Steel through 
Luminous Buildings Co. They are mail- 
ing out elaborate folders with return 
cards on which the prospect can note 
his modernization needs and ask for 
assistance. 

FHA is active in the task. They are 
doing particularly effective work with 
groups of merchants and Chambers of 
Commerce. These organizations in turn 
are promoting modernization among 
their members. Missouri has a state- 
wide drive on. New Jersey is carrying 
on a similar activity. Dozens of com- 
munities are sponsoring these group 
movements for modernization. 

The Retail Ledger, a widely read re- 
tail publication, has been devoting from 


stores, 


+ From Every Section Of The Country, the Silex sales staff, 
Hartford recently for the second 
In addition to the discussion of 


25 strong, gathered in 
annual sales convention. 


28 


+ Hailing From Duluth, the much advertised cool city of America, these 
folks represent Westinghouse Electric Supply Co. Despite the city’s reputa- 
tion, Manager Johnson, along with other wholesalers there, was sending 
telegrams all over the country trying to get fans during one hot spell this 


summer. 


From the left: John Pearson, A. J. Johnson, manager, R. Fencil, 


Miss Viola Drogswold, Earl Madsen, Miss Bernice McGauley, A. Bruneau 


and R. F. Baumgartner. 


six to eight pages every month to mod- 
ernization needs and plans. General 
Electric Institute at Nela Park, has an 
elaborate set of store fronts on display 
there in an attempt to arouse interest in 
their possibilities for increased business. 

One good modernization job brings 
many in its train. There have been 
many instances where one job has 
forced others on the block to modernize 
if they wanted to keep their doors open. 
The best place to go after business is 
in a community where some proprietor 
has already broken the ice. The cash 
register will soon tell his competitors 
that they must. follow suit. 

That is what is rapidly pushing re- 
tail store modernization to a_ place 
among the leading markets. It can be 
sold as a highly profitable investment. 
There are literally hundreds of actual 
case histories to prove it. Sales of a 
baking chain in New York jumped 
from 100 to 200 per cent after exten- 
sive modernization. Improvements to 
four stores in New Jersey brought a 
25 per cent increase in rentals. A de- 
partment store in Los Angeles installed 


new lighting in only one department— 
it was the only one to make money. 
Other buyers laid it to the new lighting. 

Prospects are not hard to find. Don’t 
try to sell them some sort of moderniza- 
tion—sell them “adequate” moderniza- 
tion. They ought to put in oversize 
wire to provide for 100 per cent in- 
crease in lighting load. It probably 
won't increase the cost over ten per 
cent and it will be important when the 
store next door modernizes and goes 
to higher intensity lighting. If the new 
circuits are already loaded, store num- 
ber one is going to be up against it to 
meet the competition of his neighbor’s 
illumination. 

Here is a one billion dollar market 
that is developing rapidly. Makers and 
sellers of glass, metal, flooring and paint 
are working hard to get this business. 
There is a selling job to be done if the 
electrical share is not to go by default. 
It will pay the electrical wholesaler and 
each one of his salesmen to take their 
daily constitutional down Main St. 
There’s a good order lurking behind 
nearly every store front. 





sales 


problems and 
announced what is said to be the largest advertising campaign 
ever launched by a glass coffee maker manufacturer. 


plans, Frank E. Wolcott, president, 
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OU take advantage of the 
ensational sales opportunity 
prompted by the special Curtis 
rade-In offer. 7 a limited 
ime only” means that NOW 
s the time to induce merchants 


REAL saving . . . real store im- 
provement. The short time this 
offer has been publicized has 
eant big reflector sales to 

he electrical trade all over the 
. . » YOU, too, can be 

















foh ATTRACTION-ZONE 


Show Window Lighting. 


are now within the reach of every store. 
This liberal trade-in plan enables every 
merchant to afford that plus merchan- 
dising value for his show window dis- 

ys . . . light concentrated on the 
lower third of the window—the Attrac- 
tion Zone—stops more shoppers, sells 
more goods, adds zest to displays. Only 
X-Ray Reflectors insure brighter, atten- 
tion-compelling show windows. 

e* ¢« ® 


Curtis Lighting, Inc., will allow (through 
its trade connections) $1.00 each (from 
current published catalog prices) for 
every old show window reflector of any 
age, make, condition, size or style, turned 
in on the purchase of an equal or greater 
number of new X-Ray Reflectors (150 
watt size or larger). This offer covers 
new X-Ray Reflectors Nos. 400, 410, 420, 
500, 510, 530, 900, 1010 only. 


y 
Curtis Lighting 


Representatives in All Principal Cities 


CHICAGO 


NEW YORK 


THIS OFFER GONOD THROIGHOLT THE UNITED STATES ONIY 











Sa 
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he surveys! 


HE Jobber for the U. S. Rubber line of Wires and Cables has 

a sovereign right within his territory — 100% territorial 
protection. And at his beck and call is a staff of trained sales 
development and production engineers. 

The prestige of the U. S. Rubber name carries his profits to 
a new high — sales resistance to a new low. Leading electrical 
publications carry the advertising story of U. S. Rubber Wires 
and Cables. Hundreds of thousands of U. S. Rubber advertise- 
ments in other fields continually make his customers U. S. 
Rubber conscious. 

And back of all this are U. S. Rubber factories, laboratories, 
rubber plantations, experimental stations — constantly striving 
to make the finest products that it is possible to produce, and to 
develop new types of wires and cables to meet the advancing 
demand of industry. 

The success of every U. S. Jobber of U. S. Wires and Cables 
is built upon an organization that encircles the globe. 














Write today to have our representative show you | 
the illustrated sales plan—a short cut to profits. 
Read for yourself the tremendous tribute that whole- 
salers all over the country are paying to U. S. Rubber. 
See the high-powered promotion pieces that help 
you sell. No obligation — just fill in the coupon. Get 
this sales plan — then plan, for profits. 























ea ee ee ‘ies 
| Wire Dept., U. S. Rubber | 
| 1790 Broadway, New York, N. Y. | 
| Gentlemen: Kindly have your representa- : 
| tive call to show us the new U. S. Rubber 
| Sales Plan for Electrical Wires and Cables. 
: Name | 
| Address. 
Company. l 
| City. State. | 
SSE 2 ARIE IRIE PEE LE STE EI aE al 
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Trade Associations 





National Electrical Exposition 
Draws Large Crowds 


Grand Central Palace was the scene 
of the National Electrical and Radio 
Exposition which was held from Sep- 
tember 9 to 19. Attendance at the Ex- 
position was upwards of 25 per cent 
greater than that of last year. 

Special features included a model of 
the first “Jumbo” dynamos, which sup- 
plied electric power in New York City 
in 1882. These were built by Thomas 
A. Edison, and are reproduced from 
his plans. Another feature was the 
model of the solar system presented by 
the Hayden Planetarium. A one-room 
apartment, complete in itself, presented 
the latest development in electrical 
equipment, including a practical kitchen. 
Lincoln Ellsworth’s radio apparatus, a 
replica of the first phonograph, and the 
electrovox, a new musical instrument, 
were noteworthy exhibits. 


Electrical Exposition Planned 
For Boulder Power Inaugural 


The arrival of Boulder Dam power 
in Los Angeles the night of October 9, 
will mark the beginning of the “Elec- 
trical Age Exposition” organized by the 
Electrical Development League of 
Southern California. The league con- 
sists of manufacturers, wholesalers and 
retailers of commercial and industrial 
machinery and devices. 


Better Light Bureau Offers 
Cooperative Radio Plan 


A cooperative radio program, to be 
sponsored by local utilities, is now be- 
ing promoted by the Better Light-Better 
Sight Committee of the Edison Elec- 
tric Institute. 

The program will be flexible enough 
to be adaptable to all local situations. 
It will consist of a 26 or 39 week series 
of 15 minute broadcasts, each featuring 
several well known writers, such as 
Edna St. Vincent Millay, Achmed Ab- 
dullah and Albert Payson Terhune. 
The programs may also be presented by 
electrical transcription. 


Government Survey Reveals 
Urban Electrical Market 


In a study of 64 selected cities, cover- 


ing 2,633,135 residences, the Bureau of 
Foreign and Domestic Commerce of 
the U. S. reports a large potential 
urban market for electricity and elec- 
trical appliances. 
total 


90 per cent of the 


dwellings used electricity for 
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lighting, but in the South Atlantic re- 
gion, only 75 per cent of the houses 
were lighted by electricity. Only 4 
per cent of dwellings use electricity for 
cooking. 

* 


Buffalo League Launches 
Lighting Sales Campaign 

A luncheon on September 14 opened 
the Fall Lighting Sales Program and 
Sales Contest of the Electrical League 
of the Niagara Frontier, Buffalo, N. Y. 
Speakers at the luncheon were Dr. B. 
W. Allison and Walter Williamson, 
manager of supply sales, Westinghouse 
Electric Supply Co. 

The campaign, which will last until 
December 5, is aimed at selling more 
lighting installations than in any year 
previous. Cash prizes totalling $300 
will be awarded, three prizes to each of 
six divisions. In addition, a silver cup 
will be awarded to the company whose 
salesmen report the greatest total sales 
during the period of the contest. 

A unique system of merit awards is 
a feature of the drive. Every registered 
contestant will be given a yellow lapel- 
pocket handkerchief, which he will wear 
until he is credited with 5000 watts of 
lighting sales, then the League will send 
him a green handkerchief. At the 
10,000 watt mark he will receive a 
brown handkerchief. The final award is 
a royal blue handkerchief which is his 
when his sales have reached 15,000 
watts. 

A special advertising campaign will 
aid the salesmen, including a series of 
broadsides, and 25,000 home lighting 
booklets to be distributed during the 





Electric Show, to those visiting the 
exhibits. 

The climax will be a winners’ ban- 
quet, which will be held Monday, De- 
cember 14, at the League’s regular 
annual meeting. 


Air Conditioning Survey 
Reveals Wide Interest 


In a recent air conditioning inquiry 
directed to 10,000 persons, 70 per cent 
of those who replied indicated that they 
hoped to install air conditioning in their 
own homes at some time in the near 
future, according to an announcement 
of the air conditioning division of the 
General Electric Co., Bloomfield, N. J. 


Electrical Manufacturers Lead 
In Sales Inereases 


Reports from 24 manufacturers of 
electrical machinery, apparatus and sup- 
plies, show an increase of 39.6 per cent 
in sales for July, 1936, over July, 1935, 
in a bulletin currently issued by the De- 
partment of Commerce. A total of 109 
manufacturers in all fields, included in 
this report, show sales increases over a 
year ago of 32.6 per cent. 


Expect Retail Sales to 
Reach 6-Year High 


The total of general retail sales 
throughout the country in 1936 is ex- 
pected to exceed the total for retail 
business in 1931 and reach approxi- 
mately three-fourths of the 1929 volume, 
according to estimates by the National 
Retail Dry Goods Association. 

Estimates for the last four months 
of 1936 indicate that there will be a con- 
sumer buying wave this fall, with home 
appliances well out in front. 







































+ Furniture Designers Hear About Good Lighting from Walter Kantack, 


director of design of Curtis Lighting, Inc., Chicago. 


Under the title, “We 


Begin With Light”, Mr. Kantack outlined the major role that lighting 
can play in furniture merchandising today and the importance of designing 
furniture that will show to best advantage under modern lighting practice. 
Photo shows Mr. Kantack (center, in white suit) about to deliver his 
address at a recent dinner of the American Furniture Mart. Designers’ 


Institute, Chicago. 
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(Left) 
Fuse only 


type. 


(Below) 

Plug fuse 
and toggle 
switch type. 


Cartridge fuse 
and toggle switch type. 


The NEW 


Improved 
BULL DOG 


WITCENTER 


Small in Size—Low in Price— 
Ornamental in Appearance, 
SWITCH-CENTERS are now avail- 
able in a Complete Line, ranging 
from 4 to 40 Circuits. Switch- 
Centers combining Single Pole 
and Double Pole Circuits are 


|.Redesigned handles provide also available. 


5 fixed pivot. Handles cannot 
be disengaged from the actu- 
ating spring. 


2. The moving contacts are 
furrowed to insure a scraping 
self-cleaning action and posi- 
tive gripping contact for better 
conductivity. 


3. Actuating springs now made 
of pretempered steel, insur- 
‘Ng greater uniformity, better 
Slignment and positive action. 


BULL DOG ELECTRIC PRODUCTS COMPANY 


Manufacturers of Safety Switches, Fusenters, Light and Power Panel Boards, Switchboards, Duct Systems 


DETROIT, MICHIGAN 


BULL DOG ELECTRIC PRODUCT : CANADA LTD. TORONTO ON 


























Fourteen Years Ago= 


THE JOBBER’S SALESMAN DAILY, WEDNESDAY, NOVEMBER 22, 1922 








a tt WHO’S WHO ON THE EXECUTIVE COMMITTEE OF THE E. S. J. A. tet st 








(Brews. Qvezener, 


ELECTRICAL SUPPLY 
JosseRrs 
ASSOCIATION. WN 


EW. AVERILL, PRES 
FoGEs SUPPLY Co, 
PORTLAND, ORE: 














MUCH INTEREST was aroused at Hot Springs last spring 
by a clipping of the above sketches which had been 
brought from St. Louis by Mr. Frank Bernardin. While 
some of these men have passed to the Great Beyond, 
others have retired from the cares and worries of active 


business life. Still others have strayed away from the 
electrical wholesaling field, but several of them are still 
very active in the work of NEWA and will undoubtedly 
be among those present at the Buffalo Statler the last 
week in September. 





The Index of Business Activity 
im the 


Electrical Wholesaling Trade 


is omitted this month. Because of our early closing date, due to the Buffalo Con- 


vention, sufficient replies had not been received at press time. 


The Index will be resumed in November 
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MAL it (AHIBIET SECTION 


NEWA 


September 28th- 350th Hotel Statler, Buffalo 


The manufacturers, whose 
exhibits appear on the fol- 
lowing pages, together with 
those using space elsewhere 
in this issue, believe in the 
electrical wholesaler. They 
deserve your loyal suppport. 





SEEK FOLLOWING PAGES —> 





A Few More 
Trumbull Products 

















Magnetic Starters 


Range and Main 
Entrance Switches 


100% WHOLESALER PROTECTION 





THET 


Manual Starters 
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36 YEARS 


HIS company has advertised frequently that back 
of its product stand 36 years of experience in switch 
elopment. 










he age of an organization, in and of itself, is incon- 
uential. On the surface, of course, the ability to ride 
ough the storm and stress of business vicissitudes for 
ny years is indicative of sound management and an 
eptable product—provided—? 


‘es—provided—that at all times along the line, such an 
titution has kept in step with the demands of its 
tket or ahead of such demands, and with each succeed- 
year has envisaged the future and prepared for it— 
erring to things past, mainly for guidance in deciding 
at to do or what not to do. 


A business organization must keep its arteries young— 
ust add new blood—and never may ride for long on 
mentum. 


These things and many more have been realized as 
have progressed slowly but surely year by year. 






ARS tilt ee 
| 


Type "C" Industrial Switches 


of progress 
+IN- BUSINESS- 


Even through a depression, a carefully organized insti- 
tution can progress. Though volume of sales decrease 
and earnings are “red,” it still can gain in knowledge as 
it prepares for the betterment bound to follow in due 
course, though sometimes painfully prolonged. 


Age alone is no final proof of the worth of any firm 
in business, nor an apparent argument in favor of its 


product. 


Its age, however, as interpreted in its accumulated 
knowledge in the operations of its various departments— 
in a balanced management—a balanced distribution—a 
balanced selling policy—with skilled and experienced en- 
gineers—skilled and experienced operators—its expanded 
facilities for development, and its many lessons learned 
over the years—I say, its age under such conditions is an 
asset of intrinsic value and most naturally is tangibly 
translated into the product it sells. 


Such is our “credo”—and the reason we tell how old 
we are to all and sundry. 


“TRUMBULL CHEER,” July, 1936 


A FEW TRUMBULL INDUSTRIAL SWITCHES 





Type "A" Heavy Duty 
Industrial Switches 


Type "RB" Heavy Duty Industrial Switches 


ETRUMBULL ELECTRIC MFG. CO. 






PLAINVILLE 
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CONNECTICUT 


























time. They are simple—few parts 


@ to handle. The fuse cannot be 


Easy Cleaning—Foolproof 
Assembly of Jefferson- 
Union Renewable Fuses 


Jefferson-Union Renewable Fuses 
offer extra life—extra value. One 
of the most important factors in 
the life of a fuse casing is cleaning 
—all volatilized link metal must 
be removed after blowing. 

There are no obstructions to 
cleaning in a Jefferson-Union Cas- 
ing. Smooth, no crevices, all traces 
of volatilized metal can be speed- 
ily removed. The fiber used—se- 
lected for toughness—is another 
reason why Jefferson-Union Cas- 
ings withstand repeated blowouts. 

Jefferson-Union Fuses are 
quickly re- 
newed—save 
shutdown 


assembled wrong; the fuse assem- 
bly is properly aligned automati- 
cally. The fusible links are de- 
signed for speedy renewal—knife- 
blade link notched and ferrule 
type blade rounded at end for 
quick insertion. 


For Efficiency and Long 
Life—Jefferson Luminous 
Tube Transformers 


All Jefferson Luminous Tube 
Transformers above 5000 volt 
secondary incorporate the mid- 
point grounded, balanced design 
feature. This principle, pio- 
neered by Jefferson, gives more 
efficient operation and longer 
life than any other design ever 
developed. Made in types to meet 
all installation requirements, for 
outdoor or indoor service. 


Jefferson Transformers are the 
most widely used transformers 
for luminous tube lighting and 
sign work. 





Opportunity 

in Jefferson 

Transformers 
for Mercury Vapor Lamps 


The high efficiency of mercury 
vapor lamps has already developed 
a great deal of profitable modern- 
ization business. 
Jefferson Trans- 
formers for this 
work assure ex- 


| Ceptionally effi- 


cient operation. 

The fuli rated ca- 

pacity of the lamp 

is realized—consumption is low, 
particularly noticeable during the 
initial starting period—cool oper- 
ating temperatures are maintained 
even on continuous service. 

Made in types to meet all instal- 
lation requirements. The two 
shown are—above, wall type, be- 

low, fixture or 
suspension type. 
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SSENTIALS 
— QUALITY... 


has a double 
job to do. 


The quality of Jefferson Prod- 
ucts is well known throughout the 
trade. The Jefferson reputation 
for quality extends back to the be- 
ginning of electrification. And 
Jefferson Engineers have made 
more than their quota of contri- 
butions to the improvement in de- 
sign and performance of all types 
of small transformers and fuses. 


JEFFERSON ELECTRIC CO. 
BELLWOOD (Suburb of Chicago) ILL. 


Canadian Office: 535 College St., Toronto 


ity is essential. 








REPUTATION 


OR profitable selling of any product, qual- 
But quality alone is not 
enough. The buying public must know the 
product is good. Otherwise, the salesman 


Sell the Savings from 
Jefferson Air-Cooled Transformers 


By permitting the operation of lights and small 110-V. 
appliances off of higher-voltage, low-rate power Circuits, 


Jefferson Air-Cooled Transformers 
offer a profitable investment. Nearly 
always they reduce wiring and wiring 
maintenance by eliminating duplica- 
tion of circuits. Often this saving alone 
pays for the transformer. Incorpo- 
rating the vast fund of knowledge 
gained through decades of experience, 
fully enclosed, convenient to install, 
approved by Underwriters’ Labora- 
tories, these Jefferson Air-Cooled 
Transformers offer quality and repu- 
tation from which you can profit. 


JETFERSUN 
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CELLOPHANE WRAPPED 
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1. Modern Packages 


2. Cellophane Wrapped 
and Sealed 
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W/a PRINS 


3. A product of one of 
the oldest tape makers 
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4. Every quality good 
tapes should possess 
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THE OKONITE COMPANY 
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GREATER 
PROFIT — 


LASTING 


SATISFACTION 

















No. 330 "LATROBE" 
TOM THUMB 
UTILITY OUTLET 


For use in wood installa- 

tions, and other locations 

free from moisture or me- 
chanical injury. 





No. 284 DUPLEX 
RECEPTACLE NOZZLE 


With %” brass pipe exten- 
sion. Neatest and most 
compact fitting obtainable. 
Also available with %” 
pipe extension. Fullman 
also offers Duplex Tele- 
phone Nozzles. 





No. 130 "LATROBE" 
ADJUSTABLE WATER- 
TIGHT FLOOR BOX 


No. 130 Box with No. 207 
Bell Nozzle. Cut-away view 
illustrates how tapered unit 
receptacle fits tapered open- 
ing in adjustable ring. De- 
sign eliminates many small 
parts. Cover plate 34”— 
overall height 3%”. 





No. 110 "LATROBE" 
WATERTIGHT BOX 


Cut-away view of No. 110 
Box showing how the 
tapered unit receptacle fits 
tapered opening in top of 
box body. The last word in 


semanas 


ae 


meee 


design, appearance, and i 
simplicity of installation. ' 


AEN pe RE RO RNR RIC 





No. 285 DOUBLE 
DUPLEX RECEPTACLE 
NOZZLE 


& 
LA 


No. 252-R TWO GANG BOX 


Two gang Adjustable Floor Box 

with No. 208 Receptacle in one 

section. One cover plate with %” 

Flush Brass Plug and the other 

cover plate ve 2” Flush Brass 
ug. 


The most attractive, com- 
pact and easy-to-install fit- 
ting on the market. Shown 
in illustration with No. 200 
Cover Plate. 











Pullman Manwachuring Oo. 
LATROBE, PA. 
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A tribute to the electrical 


wholesalers of this country! 


We sincerely and openly express 


our appreciation for the way you 
are helping us forge ahead in the 
industry. Here are some facts! 


This chart isn’t imaginary! It’s an actual picture of 
our ever increasing sales volume from year to year. 
To us, of course, it is extremely gratifying. But more 
than that—we believe it has a real significance for 
you. Proctor has become a real factor in the industry! 
Its appliances are designed to appeal and are appeal- 
ing to a tremendous market of buyers—both dealer 
and consumer. There are basic reasons for this—the 
variety of the line and the wideness of price ranges, 
the merchandising methods pursued, the liberality of 
discounting, the ingenious and flawless operation of 


the products, and the fact that they are “Styled for 
Service”. Beautifully designed for instant sales appeal, 
yes—but so designed without sacrificing any en- 


gineering principles necessary for superior performance. 


There are other reasons. But these, we think are the 
representative reasons why Proctor is progressing 
profitably—for ourselves and all our outlets. We shall 
be glad to go into the details with wholesalers who 
are not yet handling the Proctor Line. Proctor & 
Schwartz Electric Company, 7th & Tabor Rd., Phila. 


PROCTOR 


IRONS ¢ TOASTERS ¢ WAFFLERS 
and the first ALL-PURPOSE 
PORTABLE ELECTRIC COOKER 
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THESE WELL-KNOWN AND WIDELY-USED 
TOOLS ARE IN DEMAND 





REENLEE HELP YOU MAKE MORE MONE 





Hydraulic Benders For Conduit And Pipe 


Above is the Greenlee No. 770-T Bend Abov y i 
@ Ab : + 77 _ Bender for @ Above is the Greenlee Hydraulic Bender for 
bara A steel conduit. Same as No. 770, but rigid conduit. It is simple to operate, easily 
pedo ners attachments, Bends quickly and portable, and makes smooth bends quicker and 
easily, W thout crushing. Complete forward easier than by other methods. No. 770 bends 
gpg of the ram makes full 90-degree bend. all sizes from 1% to 3-inch. The larger bender 
ill handle 1%, 1%, and 2-inch conduit. No. 775, handles all sizes from 2% to 4%-inch. 


Hydraulic Pipe Pusher Knockout Tools 


®. pt 

Greenlee No. 790 Hydraulic Pipe Pusher saves © Greenlee Knockout Tools enlarge holes for con- 
,money on underground installation of pipe and duit quickly and accurately, without reaming or 
conduit. Eliminates much trenching, back-filling, filing. Convenient to operate. Punches come in 
etc., and saves lawns and pavement. Easy for two sets. No. 735 is for %, %, 1, and 1%- 
one man to operate. Will exert maximum pres- inch conduit, while No. 737 is for 1% and 
sure of 40,000 pounds on pipe clamp. Capacity inch conduit. No. 740 Cutter will enlarge holes 
for pipe from 1% to 4-inch. for 6, 2, 2%, and 3-inch conduit. 


Ball-Bearing Joist Borer 


ZB ® vhis Joist Bor ae 

This Joist Borer represents a real improve- 

ment in many respects. It has greater 
capacity, and the ball-bearing spindle adds 
years to its life. Round links for the 
chain make it easy on the hand, and the 
chuck always gives a positive drive. It 
will drive 1%-inch bits, which is beyond 
the usual capacity of other borers. 


Boring Tools 


For boring holes at high speed, the Green- 
lee No. 31 Electricians’ Bit is recom~ 
mended. Known as the fastest boring tool 
on the market it has a double-spur head 
for long life and a coarse screw point 
for fast feed, 


When a long reach is needed, a Greenlee 
Bit Extension is the ideal tool. The No. 
900 will drive bits up to l-inch and follow 
a %-inch tool. A positive lock always pre- 
vents the bit from coming loose and 
being lost ia the Work. 
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SEE OUR NEW 
DEVELOPMENTS = NEW DESIGNS — 
NEW PRODUCTS - AND SEE THE 


opportunities this modern high quality line 








PRODUCTS 





Switches 


eg oe offers you. For the past five years our engi- 
Puiesens agaeyy er ae neers have been constantly at work develop- 
Lighting Branch | ing new products and designs to give you 
— ee dependable products—designs that would 
Switchboards create opportunities for you—-NOW they 
Light and Power are ready. 


Stage Lighting Control 
Mobile Lighting Control 


Junction & Pull Boxes and Tele- orm 
hone Box 
rg rank Adam 


Hanger Outlets ELECTRIC COMPANY 


Bus Duct and Wire Ways 
ST. LOUIS 


Heaters, Built-in and Portable 
I SSSR 














Frank Adam Electric Company, St. Louis, Mo. 
. Please send your new catalog. 


GET YOUR COPY! name ................ ee dnk. Riveacigee ss ioedecccne) bane ania eee 

A good business move on your part COONS 5g oe ck a eS Se SU PAS GE a a 
right now is to send for this new catalog. CON ei ke i es ws ee ee eee Or er ke bes KIS ee he ELAN ss 
Let it help you make money. Oly ee. ee ea eee ee eee Minto os ae 
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|| HAZARD 
Piuchnome SAFECOTE Luding ire 


FIRE AND MO/STURE RES/STANT 


THE Ddsal BUILDING WIRE 













































































® Insulated by Hazard, with nearly 40 years of ex- 
perience. Hazard is a division of The Okonite 
Company. 


* Protected by Safecote braid, the most recent de- 
velopment in fire and moisture retarding braids. 


® Hazard Firekrome Safecote building wire will last 
as long as the building itself. Hazard insulation is 
noted for its long life. 


® Hazard Firekrome Safecote combines fire and 
moisture resistance to give the perfect building wire. 


© Free stripping insulation; easy to handle; 6 iden- 
tifying colors; does not become tacky or brittle; 
braid does not bunch up in conduits; lubricated for 


easy pulling. 


HAZARD INSULATED WIRE WorkKS 


Division of The Okonite Company 
WORKS: WILKES-BARRE, PA. 


Sales FF. 7 Offices: 
New York Chicago Philadelphia y Pittsburgh Buffalo Boston 
Detroit Atlanta Seattle Dallas © San Francisco Los Angeles Washington 





y 
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CONFIDENCE is the seed of 


Just as the seniority of the hen or the egg never has been 
settled, so, too, the priority of success or confidence will 
ever be a matter of debate. Obvious it is that one begets the 
other—evident it is that the result is the same no matter 


which precedes. It has been amply demonstrated that to 


succeed you must have confidence. Prosperity comes as 
confidence grows, and confidence grows with prosperity. 


Safecote sales arc 
is growing. Thué 
becomes an eve! 
which accrue t 
wholesaler, cont 
or uses Safecote 
There is no subs 





sing because confidence in Safecote 
ver widening circle of confidence 
g volume of sales the benefits of 


vantage of every manufacturer, 


rchitect, and electrician who sells 
al Conductors. 
Safecote. 


eae 


SAFECOTE LABORATORIES ARE AT YOUR DISPOSAL 
SAFECOTE PERFORMANCE SPECIFICATIONS UPON REQUESI 


GEORGE C. RICHARDS, L!ICENSOR'S AGENT 
155 EAST 44th STREET, NEW YORK CITY 




















Attention =Wholesalers! 


WHO DOES THE 








If You Want 
Low-Cost Wiring Facts 


ASK 
THE MAN 








WorkK ! 


@ Appleton No-Thread Malleable Unilets make hard jobs 
easy. Ask the man who does the work. He knows No- 
Thread Unilets save expensive labor time for the boss 
because they’re so simple to install. 


As Simple As This: 


Insert the conduit—tighten the nut—the job’s done. Natu- 
rally, workmen like to use them. In tight corners and 
cramped working space, they’re easy to install. 


Made of malleable iron, finished with cadmium, Appleton 
No-Thread Unilets resist corrosion and rust. Strong and 
light, yet constant vibration and hammering doesn’t harm 
them. They last a lifetime. 


There is a size and type Appleton No-Thread Malleable 
Unilet for any job. Send for free catalog. 


Sold through Wholesalers 


APPLETON ELECTRIC COMPANY 
1734 Wellington Avenue Chicago, U.S. A. 


New York—76 Ninth Avenue Detroit—7621 Woodward Avenue 
San Francisco—655 Minna Street St. Louis—420 Frisco Building 
Los Angeles—340 Azusa Street Atlanta—1 Whitehall St., S. W. 


APPLETON 


The Original Threadless Conduit Fittings UNILETS 


50 


No-Thread Malleable 


Reg. U. S. Pat. Off. 
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There is an Appleton 
No - Thread Malleable 
Unilet for Every Job. 





Type ow 
No-Thread Unilet 


can 


Type “a” 
No-Thread Unilet 








Type ad Fi Pid 
No-Thread Unilet 


waits a 





No-Thread Coupling 








ARMORED CABLE 

















BUILDING WIRE e¢ FLEXIBLE CORDS e¢ RADIO WIRES ° 











performs every operation 
in the manufacture of 


INSULATED WIRE and CABLE 


q 2 
im fits neg 74 4 8 cd H od = 


we 


a + 
L 
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manufacture. 


pletely in our plant. 





INSULATED WIRE 


GROUP OF HEAVY WIRE DRAWING MACHINES IN ONE PART OF 
THE EXTENSIVE CRESCENT PLANT 





Te Crescent Insulated Wire and Cable Company located at Trenton, New Jersey, has been 
manufacturing insulated wires and cables for electrical use for nearly fifty years. This Company 
has expanded, added new lines and developed new products, until its plant now occupies over 
350,000 square feet of floor space and employs over a thousand people. 

The high quality of its products is insured by a staff of executives, technical men, and skilled 
workmen, developed with a background of almost a half century of experience in this one field of 


All Crescent products from the raw material to the finished product are manufactured com- 






TRENTON, 
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STOCK THIS BETTER CONDUIT— 
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FOR BETTER & USINESS 
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The steady rise in sales, 
thru an ever-increasing 
clientele of high grade 
Jobbers, is proof that 
quality merchandise, at 
the right price, is always 
in demand. 















We appreciate your pat- 
ronage and support, and 
you can rely on TRICO to 
always merit your confi- 
dence and good will. 








TRICO FUSE MFG.CO., MILWAUKEE, WIS., U.S.A. 
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FUSES OILERS PULLERS TAMPER-PROOF FUSES OILERS CLAMPS 
COLOR SAVE OIL AND NON- . POWDER-PACKED BUILT FOR | SAVE COIL AND] SAVE FUSES 
TELLS SIZE BEARINGS BREAKABLE ELEMENTS SERVICE BEARINGS AND CLIPS 





PREFERRED FOR QUALITY 
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Boys, it’s a honey! 

The new Model “D” gives the exact speed that 
is needed for any recipe—not a “step-up” by 
jumps—but a smooth acceleration from “off” to high 
—with steady full power at every speed. It will not 
slow down nor speed up as the thickness of the mix- 
ture varies. 


Added to all the other Hamilton Beach features— 
double guarded beaters in one unit; bowl control that 
assures thorough mixing; radio interference elimina- 
tor; and practical labor-saving attachments — this 
newest improvement gives the clinching closer against 
any competition. (The same attachments that were sold 


for the Models “B” and “C” fit the new Model “D”.) 


HAMILTON BEACH COMPANY, 
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HAMILTON BEACH 


PORTABLE 
JUST SLIDE IT OFF! 
Wothing to release! 







Model "D" 


FOOD 
MIXER 


HAS ALL THESE SALES FEATURES 





Hamilton Beach dealer helps are better than ever— 
new window and counter displays—effective folders 
for mailing or store distribution—mats to dress up 
local newspaper ads—all backed up by more than 
27,000,000 advertisements in The Saturday Evening 
Post, Good Housekeeping, Better Homes & Gardens, 
American Home, Woman’s Home Companion and 
American Magazine. 


This new mixer gives your Dealers everything for big 
volume and profit—real selling features—effective sales 
helps — liberal discounts — and a profit-protecting 
policy. There will be a heavy demand for food mixers 
for Christmas trade. Encourage Dealers to place their 
order now—and to tie in with our national promotion 
campaign. 


Racine, Wisconsin 
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saw the Clifton 
ne li nae all Manufacturing Com- 
pany in the rubber business. Soon thereafter, 
friction tape was one of its products. In those 
early days of the electrical industry, Clifton also 
molded hard rubber parts for electrical purposes. 
Clifton has continued to make the best friction 
tapes and splicing compounds since those early 
days, formulas having been steadily improved 
upon. 


The Ace, Clifton, Stixwell, A.S.T.M. brands are 


time tested, dependable and enjoy long life. 


Wholesalers who handle our brands know they 
satisfy electrical contractors, public utilities and 
industrial electricians. These brands mean auto- 
matic repeat business and profit to both whole- 
saler and his salesman. 


Prices are competitive and should interest every 
wholesaler. Write for details. 





EXPERIENCE 


good Friction 





It takes 
years of 


to make 





Tape 








THE CLIFTON MANUFACTURING COMPANY, INC. 


FRICTION 
TAPES 


MATTAPAN ° BOSTON ° 
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Manufacturers of Insulating Tapes 





SPLICING 
COMPOUNDS 


MASSACHUSETTS 


55 



















































orate 


re 
\ 7 
A 


/ ‘f at 


£ 


\y 


> 
/ 


A 
& J. 


“Zs 






Mathias 
3200 BELMONT AVENUE 


> 


or 
Flectricians 


LEIN Pliers are the accepted stand- 

ard of quality in the public utility 
field—with good electricians everywhere. 
Klein’s are hammer forged from special 
alloy tool steel; individually tempered, 
fitted, adjusted and tested. There is no 
other plier made the way Klein’s are made 
—no other plier is tested the way Klein’s 
are tested. 


In comparison with modern mass produc- 
tion methods, Klein’s individual treatment 
might be considered extravagant. How- 
ever, a plier of Klein’s quality cannot be 
produced except the Klein way. Widely 
imitated but never equalled. Insist on the 
genuine. Look for the Klein trade mark 
— “since 1857.” 
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NOMA ANNOUNCES IT 


Cat. No. 614—CHEER- 
O-LITE 14” wreath with 
double face and new 
lighting effect. Amaz- 
ingly attractive. 










Cat. No. 6I5—CHEER- 
O-LITE miniature tree, 
sparkling background 
with Christmas designs 
in various colors. Beau- 
tiful and effective, 















Cat. No. 1509 — 20” 
Holly wreath equipped 
with ‘Merry Xmas 








bells. Unusual and 
possesses great possi- 
bilities. 






Cat. No. 620—20” Ar- 
tificial tree completely 
wired and equipped 
with 10 Mazda iamps. 
Star for tree top dec- 
oration. Two _ types 
available — green with 
assorted lamps and 
white with blue lamps. 














Cat. No. 255 — Walt 
Disney Silly Symphony 
set with translucent 
bells depicting these 
characters in many 
Christmas scenes. 












Cat. No. 3005—An out- 
door set, weatherproof 
and exceptionally well 
constructed to with- 
stand the most severe 
test. 


NOMA ELECTRIC CORP., 524 Bro 
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There’s profit for both Wholesaler and Retailer 
FARIES COMMERCIAL LAMPS © 


These high quality lamps, backed by our extensive 
advertising in both trade papers and business 
magazines, will enjoy quick sales. Repeat orders 
from dealers will prove your foresight in stocking 


The Guardsman them now. 


Although these lamps are all new numbers, they 
have proved by actual test and sales figures, their 
right to a place in the Faries line, standard of 








Guardsman 


quality since 1880. Junior. Model 

2242. List price 
$13.50. Fur- 
nished in Nor- 
mandie Bronze 
and gold. 


The Guardsman, aristocrat of portables, is a beautiful 
modern lamp suitable for any private office. It guards 
against eye-strain... glare... and eye-fatigue. Due to its 
exclusive design the light is reflected upward against the 
shade, then diffused to the desk or table top in a strong, 
even, pleasing light... free from shadow or glare. Its 
efficiency exceeds by 50% the light output requirements 
established by lighting experts. The Guardsman Junior 
is of similar design but more moderately priced. 











Verdalite Model 3230 
A popular solid brass 
portable with adjust- 
and detachable green 
glass shade, is ad- 
mirably adapted to 
flat top desk or ta- 
ble use. Price $13.00 
in statuary bronze 
and green; or $12.00 
in brushed brass and 
black, 














Model 1575. List price $16.50. 
Furnished in Normandie 
Bronze; all polished Chrome; 
polished Chrome base with 
either Satin Copper or Cloister 
Bronze shade. 







Faries Natural Light is a modern LE.S. 
lamp, especially suited to general office 
use. Developed first as No. 1989 for desk 
or table mounting, popular demand has 


resulted in No. 1997 for direct machine 
mounting, and Nos. 1934 and 1935, two Natur al 
beautiful floor models. Light 


By actual test, under normal office condi- 
tions, as conducted by a famous and un- 


Model C-921. A modern : : * s Model 1989. List price 

portable of the new low prejudiced organization, these lamps $11.00, Furnished 

type, giving unobstruct- ; 1 satin nickel or statuar 

ed view and _ perfect speeded up operations, at the same time bronze, with metal or 

vision. Height only 11% reducing errors as much as 50%, and eye- parchment shade _ op- 

ang — all. Has f ti 66% tional, 

eavy cast bronze base, atl e . 

channelled for pencil, gu , 

is equipped with heavy 

motel shade, metaoty Many office workers now have Natural SSA SSSCSCeeeeeeeeesseansesssasesenaasexrsse 
adjustable and detach- e co ° fe 

abie. Finished in chrome Light in their homes; others will want FARIES MANUFACTURING COMPANY 
and black with hrome Decat 

shade. $12.00 list. them. an, Siinets 


Gentlemen :— 
Please send full details about The 
Guardsman and Faries Natural Light 


l i rs fill out an il the coupon below 
For full particula fi ns d ma P Lamps, with discount data as applying. 





FARIES MANUFACTURING CO. A AMER ate 
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DELIVER 


What Merchants Want 


THE Sterling LINE 


Includes Complete Equipment and Service for 


® Show Window Lighting 
© Refrigerator and Display Case Lighting 
@ Interior and Exterior Flood-Lighting 


© Cove and General Interior Lighting 


Mail the coupon for catalog. 
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More Sales Power per watt! No wonder 
Sterling Lite-Flo Reflectors make mer- 
chants and display men open their eyes. 


Through more efficient control of light 
these remarkable reflectors step up tre- 
mendously the effectiveness of show win- 
dow lighting The Sterling Lite-Flo Stipple 
and other design improvements make the 
difference. 


More sales punch with the same operating 
cost makes Sterling Lite-Flo Reflectors 
interesting news to merchandisers—a sure- 
fire opener for new show window lighting 
business. Mail coupon for the complete 


story. 











| THE 








590 AMPERE 


Synchronous 


TIME SWITCH 


Here is a product backed by 27 
years of exclusive time switch manufac- 
ture and over 40 years of experience 
with precision instruments. 





Built into this time switch is the 
sterling quality that can result only 
from such long experience in a highly 
specialized field. 


Dependable, accurate, simple in 
construction and built to give many 
years of satisfactory service, this prod- 
| uct will meet nearly every time switch 
i requirement. 








© CHECK THESE FEATURES 


¥’ HIGH CAPACITY SWITCH 

¥ ACCURATE TIME 

¥ SIMPLE IN CONSTRUCTION 
¥ EASILY INSTALLED 

¥ ECONOMICAL IN OPERATION 


7 ¥ UNDERWRITERS’ APPROVED 
Detail of switch—Type Mi ¥ REASONABLY PRICED 











Write for complete descriptive literature 


RELIANCE AUTOMATIC LIGHTING CoO. 


1941 MEAD STREET RACINE, WIS. 
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The Robinson- 
Patman Act 





(Continued from page 9) 


sible liability under the law in cases 
where customers of wholesalers are in 
competition with retailers buying large 
quantities direct who are not serviced 
by the elaborate sales expenditures usu- 
ally in such instances maintained by 
manufacturers regularly to cover the 
wholesale market. 

Apparently much depends upon the 
meaning of the term “discrimination,” 
as contained in subsection (a) of the 
Act. In discussing this section, Judge 
Utterback of the House Judiciary Com- 
mittee stated in the Congressional Rec- 
ord that “Underlying the meaning of the 
word is the idea that some relationship 
exists between the parties to the dis- 
crimination which entitles them to 
equal treatment, whereby the difference 
granted to one casts some burden or 
disadvantage upon the other. If the 
two are competing in the resale of the 
goods concerned, that relationship ex- 
ists.” 

According to counsel for the National 
Canners Association, this opinion by 
Judge Utterback indicates that this sec- 
tion of the Act “can not be interpreted 
as making unlawful a difference in the 
price applicable to wholesalers and re- 
tailers. These two classes of purchasers 
are believed not to be in competition 
with each other in the sense in which 
that term is usually employed.” 

H. B. Teegarden, counsel for the 
U. S. Wholesale Grocers Association, 


takes a similar view. Referring to Judge 
Utterback’s statement, he says: 

“This limitation in the meaning of 
discrimination meets also the fears that, 
with the elimination of the provision 
relating to customer classification, all 
differentials whatever as between whole- 
salers and retailers are prohibited, other 
than those permitted under the differ- 
ence-in-cost rule elsewhere provided. 
While lower prices to wholesalers stand 
generally upon the lower costs which 
their methods and quantities of purchase 
and delivery make possible, and while 
these are carefully preserved under that 
rule, nevertheless wholesalers are fre- 
quently called upon to supply. special 
articles to particular retailer customers 
which, though not carried in stock, they 
can, because of their broader contacts, 
obtain more conveniently from the man- 
ufacturer than the retailer himself. Pur- 
chased in retail quantities, these repre- 
sent a class of accommodation sales for 
which the difference between wholesaler 
and retailer prices affords a nominal 
compensation to the wholesaler for his 
trouble. Where the wholesaler does not 
sell also to consumers in competition 
with the retailers to whom he sells, and 
where the manufacturer does nof sell in 
similar small quantities at higher prices 
direct to retailers, the manufacturer 
may continue to fill such accommodation 
orders at wholesaler prices without vio- 
lating any provision of the bill. As to 
sales in typical wholesale quantities, 
whether to wholesalers or direct to large 
retailers, they take such prices and 
price differentials as the: related scale 
of costs makes possible for them—costs 
of manufacture, sale, and delivery, as 
affected by the differing methods and 
quantities in which they are sold and 
delivered to the various purchasers con- 














ES BRE coat eee 


+ Olympics a 





la 1900. Taken in the Bo 


PO ere aes 


Boulogne in Paris in 1900, 


this picture shows a part of the American team that participated that 


year in the Olympic Games. 


The second gentleman from the left in the 


rear row is John Bray, now assistant treasurer of the Graybar Electric 
Co. and credit manager at the company’s San Francisco branch. 
John ran the half mile and carried the American flag to second place 


in a tough race. 


He got his track training at Williams College from 


which he was graduated in 1900. He was one of the greatest runners 


that ever wore spike shoes for “The Purple”. 


Today he keeps in training 


running the Graybar San Francisco boys ragged to bring in new accounts. 
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cerned. No seller can discriminate 
either for or against a wholesaler or 
retailer merely because he is such, 

Due to the fact that Mr. Teegarden 
was the reputed author of one of the 
general bills which were finally merged 
into the Robinson-Patman Act, also to 
the background of the counsel for the 
Canners Association, is is believed that 
the interpretations on this point, as 
released by the canners and wholesale 
grocers, reflect a point of view essen- 
tially in accord with the opinion held 
by the legal. staff of FTC. Thus it ap- 
pears that wholesaler differentials are 
not outlawed under this act. 


Are Intrastate Sales Exempt? 


When a wholesaler sells to customers 
located within the same state, are such 
sales subject to the provisions of the R-P 
Act? This question, and other related 
ones are answered by H. B. Teegarden’s 
analysis of the Act published by the 
U. S. Wholesale Grocers Association, 
from which the following paragraphs 
are quoted: 

“In his capacity as seller, a whole- 
saler is not subject to this Act (no 
matter where he buys), so long as all 
his retailer customers lie within the 
same State as himself. Exception (prob- 
ably rare): Where some such customer 
buys for shipment into another State, 
such purchases are in interstate com- 
merce, and brings the wholesaler 
within the Act. 

“In his capacity as buyer, a whole- 
saler is not subject to this Act (no mat- 
ter where he sells), so long as the par- 
ticular manufacturer from whom he 
buys the goods concerned sells only to 
other customers also within the same 
State; excepting, again, where some 
such customer buys for shipment into 
another State, whereupon. such pur- 
chases become interstate commerce, and 
that manufacturer and all his buyers be- 
come as such potentially subject to the 
Act. 

“In his capacity as seller, a wholesaler 
is subject to the Act: (1) When any of 
his retailer customers are in another 
State, or when, if in the same State, 
any of them buy for shipment into 
another State; and (2) When as be- 
tween any interstate customers, or as 
between them and any of his intra- 
state customers, there is such a relation- 
ship that a price favor to one tends to 
throw a burden or disadvantage upon 
the other. This relation exists: (a) 
Where such customers are reselling 
the goods concerned in competition with 
each other; or (b) Where the price 
to one is below cost, leaving the deficit 
to be made up in sustained or increased 
prices to the others. 

“In his capacity as buyer, the whole- 
saler is subject to the Act: (1) Where 
he buys: (a) From a manufacturer (or 
other selling source) in another State; 
(b) From a manufacturer in the same 
State, for the purpose of shipping such 
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On the job with “SECURITY” 


The old saying “A chain is only as 


strong as its weakest link” is very true 
in wiring. To make a safe, dependable 
wiring installation, no item... 
particularly tape . . . can be selected 
without forethought. Consider U. S. 


Security Friction Tape for safe — neat 
—quick—permanent jobs. U.S. Security 
Tape will not ravel, will not dry out, 
and its high tensile strength and strong 
adhesion make it especially suitable 
for contractors. Buy it now! 


United States Rubber Products, Inc., New York, N. Y. 
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+In Minneapolis and particularly in the office of Sterling Electric Co., 


you will see this assemblage of fine fellows. 


The first gentleman at the 


left is L. B. Wheeler;.then Antone Peterson, W. W. Alward, E. A. Lind- 
quist, A. H. Jenkins, W. E. Stephenson and George Lenmark. 





goods outside of the State; (c) From 
a manufacturer in the same State who 
sells also to customers outside the State. 
(2) Also when in addition to one or 
more of the above conditions, such 
wholesaler has knowledge that the price 
given him by such manufacturer is dis- 
criminatory in violation of the Act. 
While all possibilities can not be stated, 
a presumption of such knowledge is 
likely to be raised: (a) Where the 
wholesaler has been so warned or noti- 
fied by the manufacturer; (b) Where 
the wholesaler has solicited a special 
price different from that available under 
similar conditions to other customers; 
(c) Where the wholesaler has other ac- 
tual knowledge of facts which make 
the price illegal.” 


Advertising Allowances 


“There is nothing in the Act,” ac- 
cording to a bulletin of the National 
Retail Dry Goods Association, “to jus- 
tify the elimination of advertising al- 
lowances and similar services from man- 
ufacturers where such allowances are 
used solely for the payment of advertis- 
ing and other legitimate services ac- 
tually rendered, and not for the purpose 
of discrimination in price.” 

Judge Utterback, in presenting sub- 
sections (d) and (e) which cover this 
point, to the House for final passage, 
explained them in the following words: 


“The bill prohibits the seller from 
paying the customer for services or 
facilities furnished by the latter in con- 
nection with the seller’s goods, unless 
such payment is available on propor- 
tionally equal terms to all other com- 
peting customers. The existing evil at 
which this part of the bill is aimed is, 
of course, the grant of discriminations 
under the guise of payments for adver- 
tising and promotional services which 
whether or not the services are actu- 
ally rendered as agreed results in an 
advantage to the customer so favored 
as compared with others who have to 
bear the cost of such services them- 
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selves. The prohibitions of the bill, 
however, are made intentionally broader 
than this one sphere, in order to pre- 
vent evasion in resort to others by which 
the same purpose might be accomplished, 
and it prohibits payment for such serv- 
ices or facilities whether furnished ‘in 
connection with _ the processing, 
handling, sale or offering for sale’ of 
the products concerned. 


Services and Facilities Furnished 


“The bill also prohibits the seller 
from furnishing services or facilities to 
the purchaser in connection with the 
processing, handling, or sale of the 
commodities concerned unless they are 
accorded to all purchasers on propor- 
tionally equal terms. Again the last 
phrase has reference to the several pur- 
chasers’ equipment and ability to satisfy 
the terms upon which the offer is made. 
or the services, or facilities furnished 
to any other purchaser. 

“There are many ways in which ad- 
vertising, sales, and other services and 
facilities may be either furnished or 
paid for by the seller upon terms that 
will at once satisfy the requirements of 
the bill concerning equitable treatment 
of all customers, and at the same time 
satisfy the legitimate business needs 
of both the seller and the purchaser.” 

Commercial bribery, however, is def- 
initely outlawed. According to Mr. Gas- 
kill. “The law makes unlawful all free 
deals, all push money, bonus premiums, 
rewards, whether in money or gifts on 
the part of a seller to a customer and 
to the customer’s salesmen, regardless 
of the employer’s knowledge or con- 
sent.” 


Demonstrators 


‘The National Retail Dry Goods Asso- 
ciation, in its bulletin, gives this inter- 
pretation of the application of the law 
to demonstrators : 

“It would not appear that the pay- 
ment to a demonstrator is an allowance 


to a retailer such as is contemplated 
under this Act. Obviously, the demon- 
stration is largely promotional of the 
manufacturer’s product if it be a true 
demonstration, and since there is ab- 
solutely no manner in which there can 
be an apportionment of a demonstrator, 
since whether or not a demonstrator at 
one point is of equal value to a dem- 
onstrator at another point, could and 
should be solely a matter for the man- 
ufacturer to determine; and it is not 
conceivable that Congress intended to 
interfere with any such legitimate prac- 
tices. 

“Furthermore, the hiring of a dem- 
onstrator operating in a local store prob- 
ably will not be considered an act in 
interstate commerce nor can it have any 
appreciable effect on interstate com- 
merce, and instead of tending to injure 
a competitor selling similar merchan- 
dise, it would tend to help such compe- 
titors because it arouses interest in the 
actual product.” 

The following questions have been 
selected from among those submitted 
by its members to the U. S. Wholesale 
Grocers Association. The answers are 
by Mr. Teegarden. 


Cash vs Credit Sales 


“Q. Can a wholesaler engaged in in- 
terstate business quote different prices 
to cash-and-carry customers than he 
quotes to credit customers ? 

“A. Yes. As Judge Utterback ex- 
plains in his statement to the House 
on the day the Conference Report was 
adopted: ‘Where a manufacturer or 
merchant sells to some customers 
through traveling salesman solicitation, 
to others across the counter, and to 
others by mail order from catalog, price 
differentials may be made to reflect the 
differing costs of such varying methods 
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of sale’. 


Sales to Other Wholesalers 


“Q. May a wholesaler sell to small 
jobbers in his territory at prices less 
than to his retailer customers ?” 

“A. If the small jobber does not re- 
sell to consumers in competition with 
any retailers to whom the wholesaler 
also sells, then such lower price is not 
prohibited, so long at least as it is not 
below cost, but a proper mark-up to 
cover his cost of doing business as ap- 
portionable to the sales in question.” 

“Q. Wholesalers often sell to each 
other fill-in orders (often called ac- 
commodation sales) at prices less than 
their prices to retailers. Is this in con- 
travention to the Robinson-Patman 
Act ?” 

“A. Assuming, of course, that the 
wholesalers to whom they sell in this 
fashion do not resell to consumers in 
competition with retailers, then such 
accommodation sales are not  for- 
bidden.” 
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EXPOSED TO THE ELEMENTS 


HERE’S AN IMPORTANT 


ELectaicauy 





° WELDESB- 


KNURLED INSIDE SURFACE 
Patent No. 1,962,876 


KNURLED INSIDE FINISH AVAIL- 
ABLE IN %",%” AND 1” SIZES 
















BURIED IN CONCRETE 


REG, U.S. PAT. OFF. 


e Bury it in concrete, expose it to the ele- 
ments, install it in partitions—ELECTRU- 
NITE Steeltubes provides positive wiring 
protection for the life of the structure. 


Genuine ELECTRUNITE Steeltubes re- 
sists rust and corrosion at every point. Its 
protective zinc coating, applied by an 
exclusive electrical method, is uniform— 
not heavy at one point nor thin at another 
—smooth, tight and will not flake or 
crack at bends. Furthermore, elimination 
of threads removes the possibility of cor- 
rosion gaining a foothold at boxes 
and connections. No wrenches, dies 


or vices are permitted to touch 
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IN WALLS AND FLOORS 


SALES ARGUMENT FOR 


KLECTRUNITE Steeltubes 


the tube—thus protecting the zinc coating 
from possible injury. 


Genuine ELECTRUNITE Steeltubes is 
light in weight—yet unusually strong. It 
is easy to handle and to install. Three 
simple fittings adapt it to any job. It 
takes up less space in walls and floors. Its 
patented knurled inside surface makes wire 
pulling easier. And it is fully approved 
for most every type of construction. 


Use the many outstanding selling points 
of genuine ELECTRUNITE Steeltubes to 
your advantage in securing profit- 
able business. It costs no more than 
imitation brands. 





























Differentials for Prompt Payment 


“Q. Can a wholesaler quote different 
prices to his customers who discount 
their bills and to a retailer who does 
not discount his bills, but who frequently 
takes 60 or 90 days to pay, even though 
at time of sale he has no way of know- 
ing whether the retailer who does not 
discount his bills will pay in 30 or 60 
days?” 

“A. Price differences cannot safely 
be accorded on this basis. It should be 
handled through terms of sale which 
were eliminated from the restrictions 
of the Act in the House, in order to 
afford entire freedom for his purpose; 
although it is still possible for terms 
of sale to be so radically discriminatory 
as to amount in effect to indirect dis- 
criminations in prices. The adoption of 
different rates of discount, or even of 
surcharges at the other end, to handle 
the varying promptness of customers 
in payment, is permissible under the 
Act. This would leave each customer 
to bring himself within the appropriate 
terms by his own choice of time for 
payment. Also, where the dereliction is 
flagrant enough, the remedy of refusing 
further sales entirely is always open.” 


Selection of Customers 


According to Judge Utterback, “The 
bill contains the proviso already con- 
tained in the present Clayton Act per- 
mitting sellers to select their own cus- 
tomers in bona-fide transactions and not 
in restraint of trade. This permits, 
however, the selection of customers, and 
not the selection of what shall be sold 
to them. It is intended to protect the 
seller against customers who are 
troublesome in their methods or inse- 
cure in their credit. It does not permit 
the seller, once he has accepted a cus- 
tomer, to refuse discriminatorily to sell 
to him particular distinctions of quality, 
grade, or brand which the seller has set 
aside for exclusive sale at more favor- 
able prices to selected customers in eva- 
sion of the purposes of this bill. Nor 
does it permit absolute refusal to sell to 
particular customers, where the facts 
are such as to show that it is done for 
the purpose of injuring or destroying 
them and that the elimination of their 
competition effects a restraint of trade.” 

Mr. Gaskill, in his analysis of the 
Act, points out that, under this provi- 
sion, a manufacturer can sell only to 
wholesalers, or only to retailers. By 
confining his sales to a single class of 
customers he avoids entirely the ques- 
tion of the legality of functional dis- 
counts. 


Meeting Competitors 


The Report of the House Judiciary 
Committee contains this explanation of 
section (c) of the Act: 

“This proviso represents a contraction 
of an exemption now contained in sec- 
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tion 2 of the Clayton Act which permits 
discriminations without limit where 
made in good faith to meet competition. 
It should be noted that while the seller 
is permitted to meet local competition, 
it does not permit him to cut local 
prices until his competitor has first of- 
fered lower prices, and then he can go 
no further than to meet those prices. 
If he goes further, he must do so like- 
wise with all his other customers, or 
make himself liable to all of the penal- 
ties of the act, including treble damages. 
In other words, the proviso permits 
the seller to meet the price actually 
previously offered by a local competitor. 
It permits him to go no further.” 


Some Open Questions 


There are several other questions 
which the wholesaler in the electrical 
field might logically ask and concerning 
which there is apparently need for com- 
petent legal advice. For example: 

Is a wholesaler competing with his 
own contractor customers when he sells 
to industrial buyers, and if so, is he 
legally bound to protect the contractor ? 
On the other hand, if he does protect 
the contractor, is he making himself 
liable to action by the industrial because 
he is selling like quantities at different 
prices? 

Can a customer claim a better price 
on goods picked up at the counter than 
goods delivered to him by the whole- 
saler, because the cost of delivery does 
not enter into counter sales? 

Must the wholesaler’s cost of invoic- 
ing and collecting be deducted from the 
price of all goods sold for cash? 

Can the wholesaler demand that the 
manufacturer add a differential on all 








+ Between Customers, by dint of 
fast work, these two inside salesmen 
at the Havens Electric Co., Albany, 
N. Y., were snapped behind the 


counter. That open book on the 
counter is really an open book to 
Larry Hallenbeck (left) and Paul 
F. Clemens. They can answer ques- 
tions as fast as a customer can ask 
them. And there’s no guesswork 
about it either. 


shipments made from the manufactur- 
er’s local stocks, which will cover the 
cost of maintaining such stocks? 

Can a manufacturer safely extend 
wholesale discounts to a concern which 
not only does wholesaling but also en- 
gages in contracting or retailing? 

Can a manufacturer allow freight 
charges without practicing price dis- 
crimination, because of the actual dif- 
ferences in freight charges when cus- 
tomers are located in different cities? 

Are protection orders legal if there 
is a price change before the goods are 
actually delivered ? 


Zones of Safety 


Until these and many other points 
have been clarified by competent legal 
advice, the wholesaler can go a long 
ways towards “playing safe” by observ- 
ing the precautions which Mr. Teegar- 
den has suggested to distributors in the 
grocery field: 

“Tt is no more possible to say in ad- 
vance how near the line a buyer or seller 
may go under this act without becoming 
liable for its violation, than to say how 
far one may go in physical self-defense 
without becoming liable for murder or 
other crimes of violence. The best 
that can be done is to lay down pre- 
cautionary zones of safety, just as is 
done in traffic regulation. 

“So long as a wholesaler buys from 
the manufacturer at the latter’s prevail- 
ing prices and does not seek special 
prices for himself, his risk of liability 
as a buyer will be negligible. 

“So long as a wholesaler sells at the 
same prices to customers who are com- 
peting in the resale of the goods bought, 
his risk of liability as a seller for dis- 
crimination between them will be neg- 
ligible. 

“So long as a wholesaler sells to no 
one at a price below the net cost of 
the goods sold, including a mark-up 
to cover its proper share of his own 
business costs, his risk of liability for 
discrimination between competing cus- 
tomers is neglible. 

“Or if he does sell an article below 
cost, so long as he makes it available to 
the trade generally, his risk of liability 
for discrimination against particular 
customers is negligible. 

“Tf a wholesaler does give price dif- 
ferentials between different customers 
or between different classes of cus- 


tomers, as determined by the different - 


quantity brackets in which they buy, 
or by the differing methods of selling 
or delivery by which they are served, 
then, so long as such price differentials 
do not exceed differences in his cost 
as between such customers, which he 
can demonstrate by standard account- 
ing methods as resulting from such 
different quantities, or such differing 
methods of sale or delivery, then his 
risk of violating the Act in granting 
such price differentials is negligible.” 
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< This is how a piece of DUTCH BRAND 
The Jumbo Package Friction tape would look if magnified and 
Contains 10 standard No. 8 separated into its parts. It’s the fourth 
rolls. The economical way for layer that gives DUTCH BRAND many 


repairmen, electrical contrac- 
tors and industrial users to 


fadividually cartoned tape te e DUTCH BRAND Friction Tape can take it! DUTCH 
BRAND chemists have produced a Friction Tape that 

stands up for years and years...under all kinds of 

conditions, in dry, damp climates or salt air! 


This ability to “take it’ has made thousands of “diffi- 
cult to please” electrical men specify DUTCH BRAND 
Friction Tape for all jobs. It's dependable! That's 


of its unusual qualities. 





‘ DUTCH BRAND f why jobbers stay with DUTCH BRAND year after 
ubber Insulating Tape mh 
Fence instantly washout beet. year ... they, too, appreciate the dependability of 
oe ican ot beans aes volume, a good profit, and full sales protection. 


live, new rubber. Approved by 
Underwriters Laboratories. 


<—Standard Packages VAN CLEEF BROS. ~~" 


The Nos. 8, 4, 2 and 1 sizes are 





all available in the well known Manufacturers 
orangeand blueindividual and 
display cartonsandmetalcoun- Woodlawn Avenue, 77th to 78th Streets, Chicago, U.S. A. 





ter dispensers for retail sale. 


DUTCH BRAND Zitction Jape. 














EXCEEDS THE QUALITY SPECIFICATIONS OF THE A. S. T. M. 
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Wholesaler Activities 





Viking Sells Wholesale Business 
To Westinghouse Supply 


As the result of a decision to con- 
centrate all effort on the manufacture 
and sale of its own and controlled 
products, the Viking Products Corp., 
New York City, has sold its wholesal- 
ing business to the Westinghouse Elec- 
tric Supply Co. The company will 
continue to maintain sales offices at 
330 W. 42nd St. 

E. D. Storey, vice-president of the 
company, will be in charge of all sales 
activity. The line will include electric 
clocks, interior electric displays, di- 
rectional and exit signs and devices, 
reflectors, fixtures and special lighting 
equipment. 

According to Mr. Storey’s announce- 
ment of the change, most of the em- 
ployees of the wholesaling division will 
go with Westinghouse. 


Westinghouse Supply Opens 
House At Sacramento 


Westinghouse Electric Supply Co. 
has announced the opening of a branch 
house at Sacramento, Cal., at the cor- 
ner of 20th & R Sts. Clark Baker, Jr., 
will be in charge. The branch will op- 
erate under the supervision of R. J. 
Holtermann, district manager of the 
Pacific district, with headquarters at 
San Francisco. 


G. E. Supply Announces 
Organization Changes 


At the Akron house, General Electric 
Supply Corp., has announced the ap- 
pointment of R. C. Rasp to replace L. 
A. Gleason as branch operating man- 
ager. In Fort Worth, H. L. Davis has 
been made branch manager. He re- 
places R. R. Morgan. 


Dunlap-Peeler Expands 


Dunlap-Peeler Hardware Co., Macon, 
Ga., has enlarged its quarters by taking 
over an adjoining building. The new 
addition doubles their former floor 
space and storage capacity. 


Manning Heads Appliance Sales 
At Electra Supply 


B. C. Manning has been appointed ap- 
pliance sales manager of the Electra 
Supply Co., Poughkeepsie, N. Y. He 
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took over his new duties on October 1. 

Mr. Manning’s efforts will be con- 
centrated on home laundry equipment, 
radios, cleaners and refrigerators. He 
has enjoyed an outstanding sales record 
with the company. 


Bullock Is New Director 
Of Tristate Supply 

Tristate Electrical Supply Co, 
Hagerstown, Md., has announced the 
election to the board of directors of 








— 


Paul T. Bullock 


Paul T. Bullock. He will have charge 


of the appliance sales of the company. 


Mr. Bullock was formerly connected 
with the Silex Co., and with Landers, 


Frary & Clark. He is well acquainted 
with the Tristate territory. 

As part of his selling equipment, Mr. 
Bullock will have a display car, with 
which he can take an up-to-the-minute 
display of the latest appliances direct 
to the dealer. The company plans 
greatly increased activity in the appli- 
ance division. 


Sager Electrical Supply 
Moves Salem Branch 


Sager Electrical Supply Co., Salem, 
Mass., has moved to a new home, three 
times as large as their former location, 
with more modern equipment. A large 
fixture and appliance display room is a 
feature of this branch. 


Morehouse & Wells Stage 
Industrial Show 


A two-day electrical and industrial 
show was held on September 30 and 
October 1 by Morehouse & Wells Co., 
Decatur, Ill., at the Hotel Orlando. 
More than 60 manufacturers partici- 
pated in the event. 


Howard Dye New Salesman 
At City Electric Co. 


Howard Dye, formerly with Gould 
Farmer Co.’s retail sales force, has 
joined the sales staff of the City Elec- 
tric Co., Syracuse, N. Y. Mr. Dye has 
been in the electrical business since 1911 
when he started work with Western 
Electric Co. He had industrial experi- 
ence with Crucible Steel Co., Semet 
Solvay Co., and S. Cheney & Son. In 
1922 he went into the electrical con- 
tracting business in Manlius, N. Y. 








+ Customers Joined the Party. Their hosts were members of General Elec- 
tric Supply Corp. at Duluth. From the left: A. E. Olson, operating man- 
ager; E. C. Thorson, appliance manager, Duluth Glass Block (Department 


Store); Forrest Sandberg, 


stock man; 


J. Barry, advertising manager, 


Duluth Glass Block; H. Hale of the St. Paul G.E. Supply house and Marie 


Vaughn, stenographer. 


Merchandise Man Hale had just convinced the 


department store men that they should handle the radio line. 
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WEBSTER ELECTRIC 


Every dealer on your list can 
sell Teletalks . . . everywhere 


@ Here is a two-way intercommunicating system 
every one of your dealers and contractors can 
sell with both profit and pride. It offers a wider 
market than any item they are now selling— 
because every business institution, large and 


small, needs TELETALK. 


Built to the precise Webster Electric standards 
of quality, TELETALK is not only a wonderfully 
attractive office appliance but amazingly simple 
to both install and operate. What you see in the 
above picture is all there is to TELETALK...A 
completely self-contained instrument, with no 
extra units, no separate microphone. 


Operates on either AC or DC; is absolutely hum- 
free; has a variable volume control, and unusually 
faithful voice reproduction. While non-selective, 
as many as six stations may be operated on a 
single system. It is ideal as a paging system. 


Write today for complete information, literature 
and prices. Get in on the ground floor of this 
wide seller. Install a TELETALK in your own office 
and prove its efficiency in your own way. The 
more you use it the more you will appreciate its 
sales possibilities. WEBSTER ELECTRIC COM- 
PANY, Racine, Wisconsin, U.S. A. Export Depart- 
ment, 100 Varick Street, New York City. 


Webster Electric Sound Systems are licensed by agreement with Electrical Research Products, Inc., under ] 
patents owned by Western Electric Company, Inc. and American Telephone and Telegraph Company 


WEBSTER 


ELECTRIC 


SOUND EQUIPMENT 
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TO HELP YOU BUY= 


— leading manufacturers will give yo le 


Tite dcvaralecl Mm SelalicclailileM-merclaalcouliau 


The new Buyers Reference Number* of Electrical 
Contracting is now being completely revised and 
brought up to date. 


Many manutacturers will supplement their listings in 
the new Buyers Reference with further details and 
illustrations of their products, catalog data, lists of 


branch offices, warchouses, etc. 


Consult this valuable data when planning, specifying 


or buying — you will save time and money. 


ELECTRICAL CONTRACTING 
330 West’ 42nd St.. New York, N. Y. 
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*The Buyers Reference 
will be published as 
part 2 of December 


Electrical Contracting 
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ACKERMAN-JOHNSON CO. 
ACME ELECTRIC HEATING CO. 
ADAM ELECTRIC CO., FRANK 
AIRCRAFT MFG. CO. 
ALLEN-BRADLEY CO. 

ALLEN CO., L. B. 

AMERICAN BLOWER CORP. 
AMERICAN BRASS CO. 
AMERICAN STEEL & WIRE CO. 
AMERICAN eine 


ARMATURE COIL EQUIPMENT 
Co., INC. 


ARROW-HART & HEGEMAN 
ELECTRIC CO. 


THE M. B. AUSTIN CO. 
AUTOMATIC ELECTRIC —. 
co. 


AUTOVENT FAN & BLOWER 
co 

BARKELEW ELECTRIC MFG. 
co 


BECKER BROS. CARBON CO. 
BENJAMIN ELECTRIC MFG. 
BETTS & BETTS CORP. 
BETZ BROS., FRANK S. 
BLACK & DECKER MFG, CO, 
BOLT ANCHOR CO. OF 
AMERICA 
BRYANT ELECTRIC CO. 
BUFFALO FORGE Cu. 
BURNDY ENGINEERING CO. 
CALEBAUGH SELF-LUBRICAT- 
ING. CARBON CO. 
CENTRAL PORCELAIN CO. 
CERAMIC SPECIALTIES CO. 
CHESLER & SONS CO., J. 
CHICAGO EXPANSION a 


COLLYER INSULATED WIRE 
co 


COLT'S PATENT FIRE ARMS 
MFG. CO. 
CONTINENTAL ELECTRIC CO. 
CO-OP ELECTRIC SUPPLY CO. 
COTTRELL PAPER CO., INC. 
COUCH CO., S. H. 
CRESCENT INSULATED WIRE 
& CABLE CO. 


CURTIS LIGHTING INC, 
CUTLER-HAMMER, INC. 
DANTE ELECTRIC MFG. CO. 
DECELECO INC. 

DOORS & OPERATORS, INC. 
DRYDEN RUBBER CO. 

DYNAX REFLECTOR CO., INC. 
EDWARDS & CO. 

ELECTRIC SOLDERING on 


FAIRBANKS MORSE CO. 
FEDERAL ELECTRIC CO. 
FRANKEL CONNECTOR CO. 
FULLMAN MFG. CO. 
GENERAL ELECTRIC CO., 


BRIDGEPORT, CONN. 


GENERAL ELECTRIC CO., 
SCHENECTADY, N. Y. 


GRAYBAR ELECTRIC CO. 
GREENLEE TOOL CO. 
GRUBER BROTHERS 
GUTH CO., EDWIN F. 
HART MFG. CO. 


HAZARD INSULATED WIRE 
WORKS 

HEINEMANN ELECTRIC CO. 

HERWIG CO. 

HOSKINS MFG. CO. 

HUDSON CO., ALEX R. 

IDEAL COMMUTATOR DRESSE? 

Co. 


ILLINOIS ELECTRIC 
PORCELAIN CO. 


ILSCO COPPER TUBE & 
PRODUCTS, INC. 


IMPERVIOUS VARNISH CO. 
JEFFERSON ELECTRIC CO. 
KATO ENGINEERING CO. 
KILLARK ELECTRIC MFG, CO. 
KIMBLE ELECTRIC CO. 


KISCO BOILER & 
ENGINEERING CO. 


KLEIN & SONS, MATHIAS 
KNOX PORCELAIN CORP. 
KRUEGER & HUDEPOHL 
KWIKON COMPANY 

THE LEW FITTINGS CORP. 


A PARTIAL LIST OF MANUFACTURERS WHO HAVE ALREADY RESERVED SPACE: 


LITTLEFUSE LABORATORIES 
MARK & CO., CLAYTON 
MARQUETTE ELECTRIC 


SWITCHBOARD CO. 


MATTHEWS CORP., W. N. 
McGILL MFG. CO, 


MENDELL ELECTRIC MFG. CO. 


MICA INSULATOR CO. 
MINERALLAC ELECTRIC CO. 
MISENER MFG. CO. 
MOTOR CITY ELECTRIC CO. 


MULTI ELECTRICAL MFG. CO. 


NATIONAL CARBON CO. 
NATIONAL VULCANIZED 


FIBRE CO. 


NOMA ELECTRIC CO. 
NORTH AMERICAN 


ELECTRIC LAMP CO. 


NORTON ELECTRICAL 


INSTRUMENT CO. 


OHIO CARBON CO. 
OKONITE CO. 


OVERBAGH & AYRES MFG. CO. 


PAINE CO. 
PAR CO LIGHTING 


EQUIPMENT CO. 


PARTRICK & WILKINS CO. 
PASS & SEYMOUR, INC. 
PAULDING, INC., JOHN I. 
PENN UNION ELECTRIC CO. 
PLYMOUTH RUBBER CO. 
POLLOCK CORP., LEO 
PORCELAIN PRODUCTS, INC. 
PYRAMID PRODUCTS CO. 
QUADRANGLE MFG. CO. 
RALCO MFG. CO. 

RATTAN MFG. CO. 
REFLECTOR & ILLUMINATING 


co. 


RELIANCE AUTOMATIC 
LIGHTING CO. 


REVERE ELECTRIC CO. 
RODALE MFG. CO. 
ROEBLING'S SONS CO.., 


JOHN A. 


RUBY CHEMICAL CO. 
SANGAMO ELECTRIC CO. 


oMcoHLizXoMialnclaritolalola Mol Mael-liam olact>ltrar- 
(innual Buyers Reference Number 


SHAKEPROOF LOCK WASHER 


co. 


SHERMAN MFG. CO., H. B. 
SIGNAL ELECTRIC MFG, CO. 
SILVEY PIPE BENDER CO. 
SIMPLET ELECTRIC CO. 

SOLA ELECTRIC CO. 


SORGEL ELECTRIC CO. 

STANDARD ELECTRIC 
PORCELAIN MFGRS. 

STANDARD TRANSFORMER 

co. 

SQUARE D CO. 

STEEL & TUBES INC. 

STURTEVANT CO., B. F. 

SUNDT ENGINEERING CO. 


SUPERIOR INSULATING TAPE 
co. 


SUPERIOR PORCELAIN CO. 
THOMPSON & SON CO.., 
HENRY G. 
TRIANGLE CONDUIT & CABLE 
co. 


TRUMBULL ELECTRIC CO. 


UNITED STATES RUBBER 
PRODUCTS, INC. 


UNIVERSAL CLAY PRODUCTS 
Co. 


VAN CLEEF BROTHERS 
WAGNER ELECTRIC CORP. 
WATERVLIET TOOL CO. 
WATSON-STILLMAN CO. 
WEBSTER ELECTRIC CO. 


WEISS & BIHELLER 
MERCHANDISE CORP. 


WESTERN FELT WORKS 


WESTINGHOUSE ELECTRIC & 
MFG. CO. 


WESTINGHOUSE ELECTRIC 
SUPPLY CO. 


WESTON ELECTRICAL 
INSTRUMENT CORP. 


WIREMOLD CO. 
WOLVERINE TUBE CO. 


WURDACK ELECTRIC MFG. 
CoO., WILLIAM 


ZENITH ELECTRIC CO. 


When planning, specifying or buying, always refer 


first to 


the Buyers 


Reference 
you will save time and money! 


Number for data— 



















































































Personals 





DonaALp THUROW is the latest addi- 


tion to the payroll of L. R. Klose Elec- 
tric Co., Kalamazoo. He is in the stock 
room. 


Ben Harrison has been employed as 
telephone salesman for central lowa by 
the Electric Supply Co. of Des Moines. 
WILLIAM Spry, Jr. is a newcomer in 
the shipping department. 


Don LocAn has joined the sales staff 
of South Bend Electric Co., covering 
southern Indiana. GLen Apt has been 
made assistant inside salesman. 


D. W. Martrueson has been trans- 
ferred from inside sales to outside local 
salesman for Sager Electric Supply Co., 
Salem, Mass. A. S. Witt has been pro- 
moted from receiving and shipping de- 
partment to inside counter man. 


Boyp SHEPLER has been appointed 
sales promotion manager for Westing- 
house Electric Supply Co., Detroit. 
GLEN R. FArRISH is now covering 
southern Michigan on the sales force. 


B. P. VANINWEGEN has been added 
to the sales staff of Graybar Electric 
Co., Newark, N. J., covering parts of 
northern New Jersey and southern New 
York. LEONARD COFFEY is a new 
counter salesman, 





es 


+Fuse Plug Or Power Plant— 
Clarence J. Sather, sales manager 
of the Home Electric Co., Tacoma, 
Wash., sells both or in fact, almost 
anything electrical that falls in be- 
tween. Though he didn’t declare 
his intention, we judge from his 
determined look it must have been 
a power plant order this time as 
the camera caught him leaving the 
office. 
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S. ALscHULE, JacK VAN HENSEN 


and Britt NAyYLor are new members of 
the staff of Efengee Electric Co., 
Alschule is city salesman, 


Chicago. 
Naylor is in charge of service, and Van 
Hensen is selling behind the counter. 


September Service Awards 
Announced By Graybar 


During September, 12 employees of 
the Graybar Electric Co. received their 
awards for continuous service. A. D. 
Hammond, manager at Birmingham, 
completed his 30th year of service. 
John A. Royce, sales manager of the 
Rochester house, received the 20 year 
award. William W. Deckert, assistant 
power apparatus specialist at New 
York, completed his 30th year. Chi- 
cago was represented by two salesmen 
in the 25 year class, Joseph J. Vratney 
and August Schwenck. Fargo C. 
Kramer in the warehouse at Indian- 
apolis, and Roy W. Billings, accountant 
at Kansas City, were given 30 year 
emblems. 

The west coast was represented by 
Clarence A. Martin, manager, radio 
and telephone department at Seattle, 
who received his 20 year award; Peter 
W. Todt, service manager at Los 
Angeles, with a 30 year record; Wal- 
ter B. Tavenner, salesman of 25 years’ 
standing at Los Angeles; and Cedric 
S. Carter, packer at Los Angeles, with 
a 20 year record. Boston was repre- 
sented by Mary E. Sadler, head of 
office service at Boston, with 30 years 
of service. 


Frank Strockbine Joins 
Advertising Agency 


Frank Strockbine, formerly advertis- 
ing manager of Proctor & Schwartz, 
Inc., Philadelphia, has joined the crea- 
tive staff of John Falkner Arndt & Co., 
Philadelphia advertising agency. Mr. 
Strockbine was with the Proctor & 
Schwartz Co. for 17 years, and before 
that time was associated with Stephen 
F, Whitman & Son, Inc., confectioners, 
of Philadelphia. 


Utility Sales of Appliances 
Far Ahead of 1935 


Sales of electric refrigerators and 
ranges by public utility companies are 
far ahead of last year, according to 
H. H. Bosworth, manager of central 
station sales for G.E.’s specialty ap- 
pliance division. In past years, the 
peak months on utility sales of ap- 
pliances were April and May, whereas 
this year selling activity has continued 
throughout the summer. An increasing 
number of utilities are also tying in 







































+A Veteran Wholesaler of the 
Northwest. J. I. Colwell started 
the Seattle house of the Graybar 
Electric Co. on its career back in 
1907. After a few years in execu- 
tive posts in Chicago and New 
York, Mr. Colwell came back to 
Seattle in 1913. Now he is North- 
western district manager for the 
company, with headquarters in the 
Washington city. 


with the kitchen modernization pro- 
gram of the Edison Electric Institute. 


Marquette U. To Enforce 
Lighting Standards 


Approved lighting installations in 
rooming houses, fraternity homes and 
student clubs, will be required by the 
authorities at Marquette University 
according to a current report from 
Milwaukee. Dean Franz A. Kartak, in 
announcing the decision to make good 
lighting necessary where students live 
and study, states ‘Eye trouble, brought 
on by faulty illumination, has been the 
cause of much irregularity . . . in the 
form of indisposition and absence from 
classes.” The faculty will also sponsor 
an educational program on the value 
of good lighting. 


Obituary 


Wallis C. Watson 


Wallis C. Watson, 49, an engineer 
in the federal and marine department 
of the General Electric Co. in Schenec- 
tady, died recently following an opera- 
tion for appendicitis. 

Mr. Watson joined the General Elec- 
tric Co. in the testing department in 
1910, after his graduation from the 
Worcester Polytechnic Institute. From 
1912 to 1916 he was employed by the 
government. For the past 20 years he 
was associated with the federal and 
marine department. 
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.. the bigger the 


switch . . the more 
it needs 


COLT-NOARK 


. . quality 
. . safety 
CAT. NO. 27239 nea efficiency 


1200 Ampere There’s a lot of big switch business around right now. Industrial expan- 
Colt-N k sion is demanding high capacity equipment to help meet increased 
Orv-eNOeF production schedules. The Colt-Noark line includes both Quadbreak and 
Dualbreak Switch Dualbreak Type A Switches in sizes oe 30 Amperes - to _— area 
wa jai De . furnished with roomy, sturdy cabinets ... quick make and quick 
Set Geek cen aove break mechanism ... carefully located knockouts ... safe, efficient and 
wee ee ee ae long wearing switching mechanism. Quadbreak and Dualbreak switches 
high, 43%” wide, 1114” deep. The are extra rugged ... tough enough to stand up under the strain of high 
Buathresk mecheniom lnewes quick capacity operation! The New Colt-Noark 100th Anniversary Catalog 


= lil aa oat Number 59 will give you full information ... send for your copy. 


COLT’S PATENT FIRE ARMS MFG. CO., ELECTRICAL DIVISION HARTFORD, CONN. 


Boston, New York, Chicago and Philadelphia. H. B. Squires Co., Pacific Coast Representative 


<= COLT-NOARK 


ae SWITCHES - MOTOR STARTERS - FUSES 
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Nine out of ten factories are inadequately wired. 
That's fact, not fiction. Here is a huge, almost 
untouched market for electrical jobbers and 
contractors. Here’s a chance to get real business. 

And new industrial wiring jobs are available, 
too. New factories are going up...and plans 


for others are being completed almost daily. 


We see eye-to-eye with NECA 


Anaconda’s new sales program ties in with NECA 
thinking about adequate wiring and its promo- 
tion. A sincere and convincing advertising cam- 
paign to industrials will help you sell adequate 


industrial wiring. The ads appear in Time, Busi- 


Not just new work, but the moderni- 
zation of present installations as well 


This book contains complete information about Ana- 
conda’s new program to promote the sale of adequate A 
wiring. It also makes suggestions for its effective use. 
You will be interested in reading this book. Send for it. 






















ness Week, Factory and six other magazines that 
are widely read by executives. 

- The keynote of Anaconda’s new wiring pro- 
motion is ADEQUACY! Each and every adver- 
tisement points out the need for correct wiring 
...and shows how adequate wiring saves money 
and adds to profits. 

Then...backing this advertising ...are effec- 
tive promotional helps. They are all yours to 
use to aid in selling. 

With our advertising and merchandising to 
support your selling, you'll find it easier to get 


industrial wiring jobs this fall. To give cus- 


Aer SO Rei LR aI 


tomers the best value, recommend and install 
time-tested products made by Anaconda Wire 
& Cable Company. Remember... Anaconda 
offers a complete line of high-grade wire and 


cable products to meet every electrical need. 4 
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This and similar advertisements to 
promote the greater use of adequate 
wiring will appear regularly in these 
widely-read magazines... Time, Busi- 
ness Week, Factory Management and 
Maintenance, Automotive Industries, 
Steel, Textile World, Chemical and Met- 
allurgical Engineering and Coal Age. 
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“Store Front Caravan” Starts 
On Two Year Tour 


In conjunction with FHA’s program 
of retail store modernization, the Pitts- 
burgh Plate Glass Co. has built and sent 
on tour a model store front caravan. 
Following its New York showing from 
September 8 to 18, the caravan starts 
on a 50,000 mile tour of the country, 
covering principal cities east of the 
Rockies in a period estimated at from 
one to two years. 

The exhibition consists of 12 model 
store fronts, built on one-seventh scale 
and of actual building materials. These 
miniatures are complete and accurate 
to the minutest detail, and embody the 
latest developments in store front de- 
sign, construction and lighting. The 
display is planned to cover most types 
of stores and shops, such as bakeries, 
gift shops, groceries, shoe and clothing 
store, drug store, hardware, jewelry and 
dry goods, and five and ten cent stores. 

The project is intended to bring to 
architects, merchants and property own- 
ers the value of modernization in in- 
creasing business, and to cooperate with 
local architects in designing and plan- 
ning new fronts for the local stores. 


Ideal Commutator Dresser 
Promotes Elmer L. Jones 


Elmer L. Jones, formerly of the New 
York City sales force of the Ideal Com- 
mutator Dresser Co., has beer trans- 
ferred to Chicago as district sales 
manager, according to a recent an- 
nouncement by B. E. Holub, sales man- 
ager of the company. Mr. Jones will 


help build product demand for Ideal 
distributors in the states of Illinois, In- 
diana and Wisconsin, the eastern half 
of Iowa and the western half of 
Michigan. 


Kelvinator Corp. Constructing 
New Addition To Plant 


Complete plans for a $600,000 plant 
expansion program for Kelvinator 
Corp., have been announced by George 
W. Mason, president. Work will start 
at once on construction of two new 
buildings with a total floor space of 304,- 
000 sq.ft. The new buildings will per- 
mit a 25 per cent increase in capacity. 
One will be of single story type, and 
the other a two-story building, both of 
reinforced concrete. 


Westinghouse Appoints Loecher 
Department Store Sales Head 


The appointment of Adam F. Loecher 
as Department Store Supervisor has 
been announced by Westinghouse Elec- 
tric & Mfg. Co. Mr. Loecher has spent 
ten years in the department store and 
refrigeration fields, and his new duties 
will include supervision of store con- 
tacts, sales promotion, and advertising 
work. He will be located at the mer- 
chandising division headquarters, Mans- 
field, Ohio. 


Eagleston to Head Sales for 
General Cable 


Howard E, Eagleston has been ap- 
pointed general sales manager of the 








+ “Make The Manufacturer The Anchor Man”, said J. H. Love, president 
of the Love Electric Co., Tacoma, Wash., so we start here at the left with 
E. A. Will of the Allied Industries, Collyer and Youngstown represent- 


ative. Then follow in order: 


Frank Muehlenbruch, vice-president and 


sales manager; Mr. Love; James Love, his son and Harold Hause. 
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Wisconsin _ sales 


General Cable Corp. Mr. Eagleston will 
make his headquarters at the company’s 
offices at 420 Lexington Ave., New 
York City. 


Toastmaster Sales Show 
Rapid Rise 

Unit production of the Toastmaster 
line is up 155 per cent and sales are up 
180 per cent over last year, according 
to K. C. Gifford, sales manager of 
Toastmaster Division, McGraw Electric 
Co. This increase shows in the first 
month of sales on the new line, and 
precedes the opening of the advertising 
campaign on September 14. 

The number of employees at the fac- 
tory has been increased by 25 per cent, 
and salesmen have been added to the 
New England and southwest territories. 


- i 


New Appointments By 
Crouse-Hinds 


Crouse-Hinds Co., Syracuse, N. Y., 
has announced three changes in its sales 
force. Guy G. Griffin is now Texas 
district sales manager, with headquar- 
ters in Dallas. John A. Webb has been 
made St. Louis district sales manager, 
with headquarters in St. Louis. Harry 
Q. Beven will replace Mr. Webb as 
representative at 
Milwaukee. 


Silex Launches National 
Advertising Campaign 

Eleven national magazines, with a 
combined circulation of 23,488,667 will 
be used every month this fall to carry 
the Silex sales message throughout the 
country. Advertising plans of the com- 
pany also include a newspaper campaign 
in 160 large cities with dealer’s names 
listed and billboard advertising. 


RCA Victor Launches 
“Show Coach” Tours 


Two show coaches, with more than 
35,000 cu. ft. of space packed with a 
variety of RCA Victor radio and allied 
products, have left Radio City in New 
York, on an advertising trip to com- 
munities in all parts of the country. 
The coaches resemble a dirigible, and 
are attached to tow cars. They are 
equipped with a generator, built into the 
rear, to motivate the apparatus on 
display. 

The display includes radios, large and 
small, the Victor library, measuring and 
test equipment, and a radio tube display. 
The coaches are already booked for 
many fairs, exhibits, and demonstra- 
tions. They will operate in the east 
and south for the present. 
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Pictured below, the . 
new Ray-O-Vac 
Counter Display Dis- 
penser that automatically 


multiplies flashlight battery 
sales, Attractively designed 

in blue, red and yellow. it cap- 
tures the buyer's eye and reminds 
him to renew his flashlight power. 
Dispenser contains 48 Unit Cells which 
retail at 10¢ each. Cost to dealer com- 


plete, $3.12. 











RAY-O-VAC COMPA 


MoA DLS 


FLASHLIGHTS 


AND 


BATTERIES 


RAY. OV: Vac 4 


 COPPERLITE 7) / 


NY \\ \S00 FOOT RAN ] 
soup copper |) 
\Tahe Ona Onan Tay a7?) 













\ITS A BABY'/® 
\ SPOTLIGHT 
\ Take One Out and thy if. | 


















The Copperlite retails at 
$1.00 with cells. No. 1 
Deal includes 6 Cop- 
perlites, 48 Ray -O- 

Vac Unit Cells and 

free display. 
Dealer cost 

$6.40. 




































The Rotomatic Flashlight re- 
tails at $1.25 complete with 
cells. No. 2 Deal includes 

6 Rotomatic Flashlights. 

48 Ray-O-Vac Cells 

and free display. 

Dealer cost. $7.40. 





The Silverchrome Dualite re- 
tails at $1.25 complete with 
cells. No. 3 Deal includes 
6 Dualites, 48 Ray-O- 
Vac Cells and free 
display. Dealer cost. 

$7.40. 








The Focusing Flashlight re- 
tails at 65¢ complete with 
cells. No. 4 Deal includes 
6 Flashlights. 48 Ray- 
O-Vac Unit Cells and 
free display. Dealer 
cost, $5.00. 


these deals -- - 
feature them 
when calling on 
the trade! 


NY 


| -N 
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Battery Charger 


Designed for charging railway car 
batteries and running the air-conditioning 
equipment of rolling stock while in sta- 
tions, this new portable unit is powered 
by a Ford V-8 motor. Unit is mounted 
on a flat truck with ball bearing wheels. 
Motor has electric starter. Furnishes 
15 k.w. nominal 32-volt d.c. Capable of 
operating air-conditioning equipment for 
three railway cars simultaneously. Car- 
riage is completely enclosed, making it 
suitable for outdoor service at all times. 
This charger is particularly designed for 
running air conditioning equipment where 
travelers make cars their hotel headquar- 
ters during stopovers. Harnischfeger 
Corp., Milwaukee, Wisconsin.—Electrical 
Wholesaling, October, 1936. 


Electric Shaving Device 


Known as the Hanley Clipshave, this 
electric shaving device is of a design 
which enables it to sever either long or 
short hair with equal effectiveness. Driven 
by a small electric motor encased within a 
G.E. Textolite housing that also serves as 
the handle, it has two operating edges, one 
on each side of the center. This construc- 
tion, besides permitting the device to work 
into close corners in much the same man- 
ner as a double-edged safety razor, allows 





the severed hair to drop off the side with- 
out entering the mechanism, so that clog- 
ging is avoided and disassembly for clean- 
ing purposes eliminated. Disassembly for 
sterilizing purposes, such as may be re- 
quired in hospital use, can, however, be 
accomplished simply, quickly, and without 
removing screws or using tools. Con- 
sumes 8 watts of electric power and re- 
quires no blades, soaps, lotions, etc. Sold 
in a pocket-sized leatherette carrying case, 
52 in. by 3 in. by 14 in. Equipped with a 
5 ft. “Identified” cordset which has a 
molded-on rubber plug. Standard model is 
supplied for use on 110-120 volt circuits, 
either a.c. or d.c., but models for any 
power source from 6 to 120 volts are 
available on special order at no extra cost. 
Lists at $10.00. Clipshave, Inc., Port- 


chester, N. Y.—Electrical Wholesaling, 
October, 1936. 
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Waterproof Flashlight 


Tested and approved by the U.S. 
Bureau of Mines for safety in methane 
and air mixtures, these new flashlights 
are thoroughly insulated against static 
and dynamic electricity, sealed and 
gasketed against the entrance of water, 
gases or vapors. There are no external 
moving parts or switches. Patented iner- 
tia switch is a separate unit fully en- 
closed within the case. Light is oper- 
ated by a twist of the wrist. Industrial 
models are available in cohardite cases, 
resistant to weather, alkalies and most 
acids. Socket is of ejector type, breaking 
the circuit instantly should bulb be 
broken. Standard bulbs and batteries are 
used. Lens is low absorption type. 





Safety lock prevents accidental lighting. 
All units replaceable. Inertia Devices, 
Inc., 370 Broadway, Albany, N. Y.— 
Electrical Wholesaling, October, 1936. 


Coffee Maker 


With Pyrex glass bowls guaranteed 
against breakage from heat, this “Hot- 
point” coffee maker features a china 
drainer assembly held in position by 
corrosion-proof Monel metal spring. 
Equipped with a large-mouthed lower 
bowl to permit easy cleaning, lifting 
handle of black Textolite, a coffee 
measure and an extra cloth strainer. A 
small electric stove has glow-coil heating 
element and chromium finish. Terminals 
are concealed in stove base. Stove is 
equipped with 6-foot Underwriters’ 
approved cord with miniature appliance 
plug and Textolite cap. “Mohawk” model 
coffee maker, with the stove, lists at 
$4.95. “Ashton,” without stove, $2.95. 
General Electric Co., Appliance and Mer- 





Dept., Conn.— 


Bridgeport 
Electrical Wholesaling, October, 1936. 


chandise 




























































Combination Lighting Unit 


Designed for use where color-corrected 
light is necessary for detailed work, this 
new lighting unit features the combina- 
tion of mercury and incandescent light- 
ing. The mercury vapor light source is 
a straight 33-in. Cooper-Hewitt tube, 
one inch in diameter, mounted horizon- 


tally beneath a reflector of ‘“Alzac” 
aluminum. Incandescent light source is 
four 150-watt mazda lamps, located 


diagonally in a horizontal plane above the 
mercury tube. Total output of 11,200 
lumens. Light is distributed through 
650 sq. in. of diffusing glass which forms 
an angular channel beneath the lamps, 
eliminating glare. Operates on 110-volt 
or 220-volt a.c. systems, with a high 
overall power factor. Finished in smooth 


_ aluminum. Weight 67 pounds, complete 


with tube and lamps. Completely self- 
contained. General Electric Vapor 
Lamp Co., Hoboken, N. J.—Electrical 
Wholesaling, October, 1936. 


Lamp Diffuser 


Intended for use in general illumina- 





tion, these mercury and _ incandescent 
lamp diffusers accommodate one 250-watt 
mercury lamp and either one or two 
incandescent lamps, producing blended 
light. Combines porcelain enameled steel 
dome type reflector and a diffusing 
globe of opal glass. 10 per cent of light 
is reflected through apertures onto the 
ceiling, to reduce sharp contrasts. Pro- 
vided with oxidized “Alzak” aluminum 
auxiliary reflector in the hood. Special 
ventilated design is said to prevent ex- 
cessive operating temperatures. Hood is 
attached to reflector by three bolts with 
cap nuts. Sockets are of one-piece 
porcelain, and socket assembly is remov- 
able, for easy wiring. Globe supported 
by metal frame. Reflectors are porce- 
lain enameled steel, reflecting white in- 
side and out. Benjamin Electric & Mfg. 
Co., Des Plaines, Ill—Electrical Whole- 
saling, October, 1936. 
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“ALL ROUND” OUTLET 


Simply drill an inch-and-a-half hole to install this 
“all round” outlet. Its round galvanized box has 
straight or curved clamp for 34” armored cable. 
Receptacle part is Bakelite with double T slot; the 
brass cover plate has brush brass finish. Box body 
is 114” diameter; plate diameter 214"; height over 
all 214” including connector. 
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Nothing could be easier to install in baseboards, 
walls, mantels, show windows, store counters and 
in wood floors free of moisture. Just drill the hole, 
insert outlet and fasten on cover plate with two 
screws provided with each outlet. Specify Catalog 
Number 5016 for outlet with straight connector; 
Number 5017 with angle connector. 


DIVISION. 


THE HART & HEGEMAN ELECTRIC CO. HARTFORD. CONN. 





























Compact Stove 


Measuring only 24 sq. ft., this “Ever- 
hot Rangette” is especially fitted for 
summer homes, camps and apartments. 





Removable oven easily handles a 10- 
pound roast. Range has one round sur- 
face burner, and oven fits on top of 
larger square’ 1100 watt burner. Drawer 
beneath this burner can be used for 
broiling or making toast. Three-heat 
switch controls. Insulated oven has heat 
indicator. Maximum wattage 1650. Lists 
from $26.50 to $28.50. Swartzbaugh Mfg. 
Co., Toledo, Ohio.—Electrical Wholesal- 
ing, October, 1936. 


Radio Condenser 


Intended for the radio service trade, 
these new molded bakelite paper condens- 
ers are smaller than the older types. Re- 
sistant to heat and water. Range in ca- 





pacity from .001 mfd. at 1,000 working 
volts to .25 at 200 volts. Measure 1% in. 
by § in. Packed in cartons of 10 units. 
Solar Mfg. Corp., 599 Broadway, New 
York City—Electrical Wholesaling, Oc- 
tober, 1936. 


Novelty Radio 
Suitable for use in the office, den or 


children’s playroom, this new “Globe- 
Trotter” radio is built into a globe of 











the world. Radio is conventional TRF 
circuit, four tubes, a.c.-d.c., 30 to 60 
cycles, 110 volts. Full dynamic speaker, 
rubber cushion mounted. Broadcast 
range 175 to 550 meters. Complete with 
antenna. Globe is authentic; measuring 
10 in. in diameter. Finished in six colors, 
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map shows countries of the world as 
they are today. Metal stand and frame 
of chromium. Turning the globe tunes 
the radio. Globe Trotter Radio Co., 549 
W. Randolph St., Chicago, Illinois— 
Electrical Wholesaling, October, 1936. 


Audio-Output Transformers 


Originally furnished for export, this 
line of “Plastic-Sealed” audio and out- 
put transformers and chokes are now 
available to the domestic trade. Con- 
structed with machine-wound coils, 
vacuum dried and impregnated. Provided 
with cores of silicon steel laminations, 
annealed after stamping. Complete 
assembly is housed in a metal case. 
Enclosed in a molded plastic of high 
melting point, insuring protection against 
moisture and condensation. Manufac- 
turer claims that the plastic jacket is non- 
brittle, will not chip or crack to allow 





absorption and condensation of moisture. 
Jefferson Electric Co., Bellwood, Ill.— 
Electrical Wholesaling, October, 1936. 


Conduit Connectors 


Designed for permanently connecting 
rigid conduit with box, these connectors 
are of improved design. 
of three parts: threaded hub, flange 
sleeve and “Wedgscru”. Holes at dif- 
ferent places in sleeve take care of vary- 





ing box wall thicknesses. Key in hub 
and slots in sleeve bring these holes 
under screw. Will not loosen from vi- 
bration or tension. Easily installed. 
Eliminates necessity of making unions 
in conduit. Approved by Underwriters’ 
Laboratories. National Electric Prod- 
ucts Corp., Fulton Bldg., Pittsburgh, Pa. 
—Electrical Wholesaling, October, 1936. 


Soldering Irons 


Produced after two years of research, 
these electric soldering irons operate on 
either a.c. or d.c. current. Ventilated 
handles car? be adjusted and tightened 
by means of lock collar and_ sleeve. 
Handle is removable. Compressed pure 
copper tips for effective heat conduction. 
Hermetically sealed heating heads. 
Built-in windings and solid copper cores. 
Come in eight sizes. Range from 52 
watts with x in. tip to 435 watts with 
lf in tip. Equipped with 6 ft. flexible 
cord and metal resting stand. Stanley 





Rule & Level Plant, New Britain, Conn.— 
Electrical Wholesaling, October, 1936. 


They consist’ 


Fuse Clip Clamp 


This line of fuse clip clamps are built 
on a new principle. They apply pressure 
to blades of fuse clips by a steel clamp- 
ing ring forced over outside of jaws. 
Non-slip knob turns to exert pressure. 





Deep insulating skirt shields against live 
contacts. Clamp cuts down resistance. 
Eliminates power loss. Prevents burn- 
ing and pitting of fuses and clips. Rec- 
ommended by manufacturer for use on 
heavily loaded switches or where fuse 
replacement is frequent. Ideal Commu- 
tator Dresser Co., 1047 Park Ave., Syca- 
more, Iinois—Electrical Wholesaling, 
October, 1936. 


Double-Focus Flashlight 


Operated with one hand, the switch 
featured on these new “Range-Finder” 
flashlights changes the focus instantly 


Crt 
CEE 


from a broad beam to a bright spot. A 
special signal position on the switch is 
recommended for Boy Scout work. 
Case is chromium finished. Burgess 
Battery Co., Freeport, Ill.—Electrical 
Wholesaling, October, 1936. 


Circuit Control Clock 


Designed for daily control of electric 
circuits, this “Little Giant” clock oper- 
ates without winding or regulating. May 
be set on variable schedules without use 
of tools. Quick make and break action. 
Pure silver contacts. Device is made of 








Gears con- 


materials. 
tained in sealed oil chamber. Rifled bear- 


non-corrosive 


ings and centrifugal thrower. 5,000 watt 
capacity for single or double pole serv- 
ice. Housed in cadmium plated case with 
unbreakable window. Wireway and five 
plug buttons for installation. Weighs 
three pounds. Lists at $15.00. Tork 
Clock Co., Inc., Mount Vernon, N. Y.— 
Electrical Wholesaling, October, 1936. 
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Order the lamps from any of the 
seventeen Sales Divisions of the 
Incandescent Lamp Depart- 
ment. Order your auxiliary 
devices which were designed 
especially for these lamps from 
the General Electric Vapor 
Lamp Company. 
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CROSS THE 
GOAL LINE x 
TO GREATER...’ 


PROFITS! 








Cross the goal line to greater profits with Gen- 
eral Electric Mercury Lamps for teammates. 
Each lamp is a star performer—each is Indus- 
try’s most efficient light in its wattage range. 
Backing you in your promotion of these lamps 
are the field men and engineers of both the 
Incandescent Lamp Department and the Gen- 
eral Electric Vapor Lamp Company. They are 
always ready to assist you to increase the sale 
of these lamps. 

General Electric Mercury Lamps are fur- 
nished in twosizes: the 400-watt size, for vertical 
burning, and the 250-watt size, for universal 
burning, both providing almost double the effi- 
ciency of other corresponding illuminants. 
While increasing the production efficiency of 
your customers, you build a steady income for 
yourself with these modern light sources. Write 
for complete details. 


GENERAL @ ELECTRIC 


General Electric Vapor Lamp Co. Incandescent Lamp Department 
891 Adams St., Hoboken, N. J. Nela Park, Cleveland, O. 
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Sell them the blades that 


cut these materials best! 


They are MILFORD FLEXIBLE DUPLEX blades— 
“Electricians Special’’—easiest starting, fastest 
cutting for BX, conduit, wire mould, pipe, angles, etc. 
Long wear without breakage. Sell them with eve 

order for supplies. Ask for sales promotion material. 


MILFORD FLEXIBLE DUPLEX 


Each bade stamped with length and pitch for quick identification 


THE HENRY G. THOMPSON & SON CO. 
NEW HAVEN, CONN. 











A Best Seller! 


1936 EDITION 


“VERIFIED” DIRECTORY 
of 


ELECTRICAL WHOLESALERS 


Completely revised, with 
many new listings 


PLACE YOUR ORDER NOW 


Single Copies, $15.00. Additional Copies, $7.50 each. 


ELECTRICAL WHOLESALING 
330 WEST 42nd STREET NEW YORK, W. Y. 














Radio “B” Battery 


Developed in an attempt to standard- 
ize size and power of radio batteries, 
these new “B” batteries have metal tops 
and the “Ray-O-Vac” plug-in feature. 
Four numbers (Nos. 25, 35, 45 and 55) 











| comprise the new line of power units. 
' Manufacturer claims that new construc- 


tion, balance and design give increased 
service hours. Ray-O-Vac Co., Madison, 
— ee Wholesaling, October, 
936. 


Noise Filter 


Intended to remove line noise causing 
radio interference before it reaches the 
house wiring system, this new “Filter- 
con” will divert this form of disturbance 
to the ground. May be connected be- 
tween the main line fuse plugs and the 


Main 


To Circuit Line 
Serpind €— Loerie 
Devices 





individual circuit fuse plugs. Equipped 
with mounting bracket for open panel 
installations. Measures 4% in. by 3 in., 
permitting mounting inside most of the 
larger metal cabinet fuse boxes. Car- 
ries 10 amperes at 110 or 220 volts. 
Should be coupled into line as near 
source of interference as nossible, and 
rounded. List price $5.00. Continental 
Carbon Co., 13900 Lorain Ave., Cleve- 
land, Ohio—Electrical Wholesaling, 
October, 1936. 


Insect Killer 


Designed to rid homes and gardens of 
insect pests, this “Death Ray” is an or- 
dinary electric lamp within a _ wire- 
wrapped fixture. Wires are charged with 
high-voltage electricity from a _trans- 
former in the canopy of the fixture. 
Insects coming into contact with the 
charged wires are electrocuted. Harm- 





less to humans or animal pets. Fixture 
comes in two styles, pendant lantern type 
and ceiling type. Metal parts are 
bronze, cylinder carrying wires is of 
special unbreakable composition. Suit- 
able for use indoors or out, in homes, 
gardens, greenhouses, etc. Operates on 
110 volts a.c. Guaranteed. Lists at $15. 
A. E. Rittenhouse Co., Honeoye Falls, 
ee Wholesaling, October, 
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Among The Trade « « « 





> There seems to be a growing number 
of independent refrigerator service men 
in many areas. In fact, the development 
has become so marked in some terri- 
tories that electrical wholesalers believe 
a profitable business can be built up in 
refrigerator parts. One house that has 
made a careful survey of the situation 
in the mid-Hudson area of New York 
is opening such a department this fall 
with an initial investment of seven or 
eight thousand dollars. They want to 
get worked into the business during the 
slack season. 


> Service has always been a difficult 
problem in the refrigeration business. 
Many companies leave the service job 
to their distributors and they in turn 
pass it on to their dealers. The dealer, 
in far too many cases, pays as little at- 
tention to it as possible. A New York 
wholesaler recently had a request from 
the head of a firm with whom he does 
considerable business, for the name of 
a dealer that he could trust to do a good 
service job on his refrigerator. After 
carefully culling the list in the cus- 
tomer’s territory, he couldn’t find one 
that he was willing to recommend un- 
reservedly. Probably such situations 
are responsible for the growth of the 
independent service shops. 








+It’s Not A Fake. This catch is 
the personal property of Ralph Res- 
tow, Allen Electric Co., Cleveland, 
the man who is proudly displaying 
it. Although they bear a striking 
resemblance to those pictured else- 
where in this issue in the hands of 
T. C. Lindsay, of the same organ- 
ization, we have no less an author- 
ity than H. W. Allen, their “boss”, 
to prove that they weren’t even 
taken at the same time, albeit at 
the same place. 











LET THIS 
FLASHING DISPLAY 


YOUR WIREHOLDERS 


Your customers --like retail buyers - prefer advertised 
brands; recognize quality and reputation behind the product. 
Selling without advertising, without merchandising, is build- 
ing without tools - A tough job for the best of us. 


This illuminated counter display does a great job of 
merchandising wireholders at point of sales; ties in with Por- 
celain Products advertising which carries your message to 
thousands of contractors and electricians every month; 
means more volume for you. 


This key to greater sales is free with your next order 
for Porcelain Products wireholders. Be sure to ask for it 


Porcelain Products, Inc. 


Parkersburg, West Virginia 
U. S. A. 
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Tap This 
Ready Market 


for 
SERV-U-FONES 


the packaged telephone system 


Due to their low price, SERV-U-FONES ap- 
peal to everybody! There is a huge, practi- 
cally untouched msrket for these packaged 
telephone systems—one which electrical job- 
bers should point out to dealers, house- 
furnishing buyers, department stores and 
contractors. 

Sold over the counter like any electrical 
appliance, SERV-U-FONE systems provide 
regular intercommunicating telephone service, 
formerly obtainable only in high-priced sys- 
tems. Put up in compact packages, they are 
plainly labeled and coded for easy selection 
to suit any requirement. As easy to install 
as they are quick to sell. 

Complete SERV-U-FONE systems sell for 
as low as $12.00 (for the 2-station system)— 
and come in graded sizes up to 10 stations 
in capacity. Catalog and confidential dis- 
count sheet sent upon request. Only a few 
territories are still available, so write at once. 





SERV-U-FONE systems are designed 
for private service. They cannot 
be connected with the public tele- 
phone system. Prices subject to 
change without notice. 
American Automatic 
Electric Sales Company 


1033 West Van Buren Street, Chicago 
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+ Management Duties were laid 
aside momentarily while L. R. Per- 
lee, vice-president of the Havens 
Electric Co., took a few moments 
off in his office at Albany, N. Y., 
to discuss business prospects. It 
looks like a banner fall, particularly 
for the radio business. 


> THE dishwasher is the next major- 
appliance to step into the spotlight in 
the Northwest in the opinion of S. G. 
Ward, manager of Graybar’s Portland 
office. With sales of ranges and re- 
frigerators already at their peak in that 
territory, the dishwasher has the next 
greatest appeal to the housewife as a 
labor and time saver in the kitchen. 
Real progress in the sale of the all- 
electric kitchen will be built around that 
appliance, in his opinion. 


> Although reports from some quarters 
indicate that rural electrification is not 
moving along as fast as expected, 
wholesalers of the upper-Hudson terri- 
tory in New York State are finding it a 
growing source of business. Utilities 
are cooperating with wholesalers and 
contractors in an effort to realize the 
full potentialities of the market. 








+ They Call It Bear Island, but 
judging by T. C. Lindsay’s string, 
it ought to be renamed Fisherman’s 


Paradise. Mr. Lindsay is associ- 
ated with the Allen Electric Co., 
Cleveland. This is reported to be 
his first trip to the fishing grounds 
and judging by results, he’ll prob- 
ably play a return engagement next 
year. 





YAGERS' 
has stood 
the 

Test of 
Time 





Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 
Yo pound cans. . . $0.50 ea. 
1 poundcans... .80ea. 


5 pound cans... 3.00 ea. 
Less by reshipper cartons. 


Ask for 
FREE SAMPLE 


Alex R. Benson Co. Inc. 
Hudson, N. Y. 































OVERHEAD 
AND 

UNDER- 

GROUND 


Sleeves—made of high 
conforming to accepted 
standards, : 


If you are getting your share of this business, 


Rural Electrification Administration 
Suggests the use of 
a e 
Twisting Sleeves 
you will appreciate Wolverine’s Stock of 


Many contracts are being let for this class 
Twisting Sleeves. 


of construction. 

Wolverine Twisting 

quality materia 

Have you plenty in stock? 

Clean, high quality Sleeves made to standard 
specifications, Quick Delivery. 

Send for Bulletins and Samples. 





WOLVERINE 
TUBE COMPANY 


1441 Central Ave., Detroit, Mich. 
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> ALTHOUGH a wholesaler might not 
be directly concerned with selling 
ranges the continued success of the sale 
of them means additional volume in the 
wiring materials used in the installa- 
tion. Well worth passing on is the 
plan used by the Tennessee Electric 
Power Co. They pay the dealers’ 
salesmen $4.00 added commission for a 
range sale and $6.00 for a hot water 
heater sale. In addition the utility does 
many things to promote dealer’s range 
and water heater sales. As a result the 
dealers in Nashville increased their 
range business from 27 per cent of the 
local volume in ’35 to 44 per cent so far 
this year. Local distributors are feeling 
that increase. 


> Salesmen calling on industrial plants 
and anxious to promote better lighting 
will be interested in a special section of 
the September issue of Factory, devoted 
to the subject of plant lighting. In this 
16-page article factory managers and 
maintenance men are told why workers 
need lots of light, how lighting can be 
used for inspection, the importance of 
correct lamps and correct reflectors, and 
proper maintenance of lighting equip- 
ment. Several pages are devoted to 
recommended standards of industrial 
illumination, with tables for determining 
actual layouts. 


> Reports from a Wisconsin utility con- 
cerning the construction of a rural line 
give an interesting sidelight on the 
preference of farmers. Naturally their 
first interest was lighting in the home. 
After that they wafited a radio. Then 
came the water pump. 








+ Inside Sales Climb when Leonard 
Hammer is on the job. Whether 
it’s an outlet box or a washer, this 
hard-working member of the staff 
of the Newburgh, N. Y., branch of 
the Silk City Electrical Supply Co., 
knows the answer. And don’t try 
to leave without placing the order. 





‘SAY, MR. JOBBER, YOU'LL 

BE DOING ME A BIG FAVOR 

F YOU'LL CARRY A FULL 
STOCK OF 


KILLARK 
FITTINGS 


Time is money to me, Mr. 
Jobber, the more time I 
save, the more money I 
make, and the more I make 
the sooner I pay you. My 
men like the handy, simple, 
flat-backed Killark Fittings 
because they’re easy to in- 














stall and always stay put. 


The Fittings are the job. 














Ask your Jobber to stock them 


KILLARK ELEC. MFG. CO. 


3940 EASTON AVENUE, ST. LOUIS, MO. 
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SIMPLE, ISN'T IT? 





ILSCO 





SOLDERLESS CONNECTOR 


NOTICE: The triangular wedge formed by 
the tang and V-bottom collar 

which forces the wire into a solid 

mesh— 

NO set-screw contact .. . 

NO flattening or separating of 
wires... 

NO limitation to one size wire . 

NO shearing effect whatsoever . . 
NO special tools required to 
make connection . . . 


NO need for you to search any longer for the PERFECT 
Solderiess Connector—WE HAVE IT! 








Ilsco solder lugs show the size of the largest 
wire they will take. 





FREE—A large display board, 
containing mounted samples of 
ILSCO lugs. Sent upon request. 











ILSCO COPPER TUBE & PRODUCTS, INC. 
5629 Madison Road, Cincinnati, Ohio 














Automatic Wall Box 


Kitchen Ventilator Fan 


Built-in type for permanent installa- 
tion, it is telescopic in design, adjust- 
able to wall thickness 7” to 13”. No 


wood or metal frame or screws in the 
plaster, wood, or brick necessary. In- 
—d and outside polished cast alumi- 
wall box rust resisting steel. 

Quickly installed in old or new homes 
utomatic switch and shutters con- 
trolled by qoute and closing of the 
door. 10” silent blade fan; available 
for A.C. or D.C.; A.C. non-radio inter- 
fering. Write for bulletin and prices. 


SIGNAL ELECTRIC MFG. CO. 
Menominee, Michigan, U. 8. A. 

















PFeade Bulletins 





Battery Charger—Sales manual and 


| instruction book on new 6-volt, 200 watt 


battery charging unit and lighting plant, 
giving operating instructions, repair 
information and parts list. —Briggs & 
Stratton Corp., Milwaukee, Wis. 


Cables—Bulletin SS2. 32 pp. Illus- 
trated. Lists construction features, 
applications and specifications for port- 
able cables with the uses for which 
different types are recommended.— 
General Cable Corp., 420 Lexington 
Ave., New York City. 


Conduit—Catalog. 8 pp., illustrated. 
Describes electrical metallic tubing and 
rigid conduit of PGM rustless bronze, 
with table of sizes—Phelps Dodge 
Corp., 40 Wall St., New York City. 


Connectors—Catalog No. 36.  IlIlus- 
trated. Describes solderless lugs for 
differing connections with list of sizes 
and prices—Frankel Connector Co., 
Inc., 177 Hudson St., New York City. 


Fittings—4 page field chart showing 
all Wiremold fittings at a glance. Ar- 
ranged for ready reference. Includes 
lumiline and pancake fittings.—Wire- 
mold Co., Hartford, Conn. 


Lighting—199-page catalog. Board 
covers, illustrated. Outlines the advan- 
tages of good lighting with descriptions, 
prices and equipment for commercial, 
industrial and floodlighting require- 
ments. Completely revised.—General 
Electric Supply Corp., Bridgeport, Conn. 


Radio—“Blue Ribbon Catalog,” 1937 








+ On Double Duty. With the tem- 
perature flirting with the century 
mark when this picture was taken, 
Arthur L. Scott, vice-president and 
general manager of Esco Electric 


Supply Co., Albany, N. Y., is ready 
for a hard afterhoon’s work. His 
chief, Charles Russell, is recuperat- 
ing from illness and has been obey- 
ing doctor’s orders to take it easy 
for the summer. With business 
coming along nicely, Mr. Scott has 
been pretty busy keeping things 
moving at the proper tempo. 








The Jobbers only sales 

choice should be 
“POLLY” BRAND 
Xmas Tree Lites 


Hl i 


° Ww wi aOWanan D A) 





Cy » ne WHARERPROOF = “ 


The Prices Are Right 


They are 100% American 
Made 


They are 100% MAZDA 


They are approved by Un- 
derwriters 


They are Superior in Quality. 


COLORFUL DISPLAY PIECE 
FREE * FOR JOBBERS TO GIVE TO 
THEIR DEALERS. 








LEO POLLOCK CORPORATION 
644 Broadway New York City 











GENESEE BLOWERS 


For use on heating plants—hot air, hot water, 
steam or vapor. For rice and buck- 
wheat coal. Savings to 40% on fuel. Cheapest 
automatic heat available. Use Leland and Rob- 
bins & Myers motors éxclusively. All merchan- 
dise guaranteed for one year. Attractive dealers 
and jobbers discount setups. Most diversified 


line produced—door or floor 
25 mounting—volume or pres- 
sure type—slow, standard or 
high sp and 25 cycle 

MODELS or DC—Singles and twins— 
price range, list $14.00 to 

$82.00—domestic and industrial sizes. Prompt de- 
liveries always—carry complete stock at all times. 
GENESEE ELECTRIC PRODUCTS COMPANY 


Dept. EW, 82 St. Paul Street, Rochester, N. Y. 
Write for descriptive bulletin and discount sheet 














APPROVED 





(EIT SET REC 
ON Ga CCN PA 


ASSEMBLY 


SHERMAN 


BAKELITE FIXTURE 
CONNECTOR fans cint 


Without Solder or Tape. One Size Only—Takes 
Any Needed Wire Combination. 


Mechanically bs gem and sheseetentey safe. Body 
made of hi ality bakelite with set screw of 
same ma “yy d for Trade Bulletin No, 18. 


eele Thru Jobbers. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK, MICH. 
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+Sales And Advertising are the | 
branches of Lappin Electric Co. | 
Milwaukee, that come under the di- 
rection of Gerald D. Lappin. Gerald 
was serious the day this was 
snapped for he was in the midst of 
working up details of a dealers’ 
meeting that his firm was to hold 
within a few days. 


j 


; 


| 
| 


AUR MAY TPP 


‘XK 


edition. 150 pp., illustrated. Lists 50,000 | 
items. Includes all-wave and short wave | 
receivers, transmitters and transmitter | 
parts, service replacement parts and test 

equipment.—Wholesale Radio Service 

Co., Inc., 100 Sixth Ave, New York 

City. 


Radio Accessories—Catalog No. 190. 
40 pp., illustrated. Lists servicemen’s 
supplies, transmitting parts, antenna and 
amateur equipment, replacement coils, 
tools, microphones and condensers, etc. 
—Insuline Corp. of America, 23-25 Park 
Place, New York City. 


Ranges—lIllustrated circular listing 
line of electric ranges and accessories. 
Includes sample of 4-page letterhead 
furnished with dealer imprint—Standard 
Electric Stove Co., 1712 N. 12th St., 
Toledo, Ohio. 


WN 


Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 


———— 


Representatives Wanted 


Salesmen-Distributors wanted to sell 

electric wiring devices, cord sets, heating 

pads, electrical specialties to manufac- THE CHASE-SHAWMUT Co. 
turers, contractors, retailers, chains, and oa ae a 7 a S 

dept stores. Commission basis. Exclusive 

territory assigned. Prominent Eastern : 

Manufacturer. Please write fully. Box FUSE a a SO SINCE 
101, Execrrrcat WHotesatinc, 330 W. 

42nd St., New York City. 
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PROFITABLE 
LAMP SALES 


True Candle Type 
Electric Lamps 


Thousands of these lamps 
have been sold, and original 
and replacement sales are in- 
creasing daily. Candle Flame 
Candle Flame— and Candylbeme lamps are 
& tinted (or nationally advertised to 
which resembles home owners — churches — 
through its ‘uneral directors — hotels, 


unique shape. and other big buyers. 


These lamps are the choice 
of many prominent interior 
decorators—used in all can- 
dle type fixtures on their 
finest commissions. Dis- 
played in Radio City at the 
Permanent Exhibit of Dec- 
orative Arts. Complete job- 
Gaatiibene ber-dealer cooperation ... 
Tate Veet, display package, lighted dis- 
which elles play stand, merchandising 
ks oeey literature, etc. 


ment for re- 
semblance to 








a candle flame 


1151B South Broadway 





Write for 
prices and 
details 





North American Electric Lamp Company 


St. Louis, Mo. 




















INSULATED 
STAPLES 


Packed 50 and 100 to a box 
Also in 5 colors, 40 to a box 


Sole Manufacturers 


S. H. COUCH COMPANY, INC. 


North Quincy, Mass. 








SOLD THROUGH WHOLESALERS 














CLOCK 


controlled. 


SWITCHES 


Ask Headquarters 


The TORK CLOCK COMPANY, Inc. 


Mount Vernon, New York 
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ELECTRICAL WARNING 
SIGNALS AND SIRENS 


Designed for factories, 
industrial plants, ware- 
and cranes. Can 


the 
of bells, gongs. 
whistles, etc., 
wherever elec- 
tricity is avail- 
able. Louder than 
any bell or gong. 


Is ideal for fac- 
Fope 4 ome tories and plants 
or yards, Its erful tone will penetrate 


pow 
th shop or f .  Tilustration shows 
met A Biren with weatherproof housing. 
Universal General a Maton, t.. Fe or 
a ase or cycle, Any vo 
al 8 10 250. Length over all 14 in. Diam- 
eter largest horn 10 in. Red Duco finish. Write 
for Bulletin No, 42 on Industrial Signals, 


Federal No. 20 
fee 
foundries, machine shops orn, 110 volt, 
where signals must be A.0. or D.C. 
loud to overcome con- current, 


siderable noise. Suit- 
able for indoor or outdoor installations. 


road _ shops 
















The Motor Driven Signals are operated by @ 
powerful, specially developed motor which re- 
sponds instantly to code call impulses and gives 
full tone without lag or delay. Order your 
Siren today. 

Write for Bulletin on Industrial Signals. 


FEDERAL ELECTRIC 


COMPANY 
$758 South State St. 


SHERMAN 
SOLDERLESS 
LUGS 


Send for Bulletin No. 15 


HERMAN SOLDERLESS LUGS 
Ss are of truly practical design 


























and so flexible that while inter- 

changeable with regular solder- 
ing lug mountings they can be made to 
suit the peculiarities of equipment de- 
sign. No wrenches necessary and no 
separation of wire strands required. 
Samples-.sent on request. 


H. B. SHERMAN MANUFACTURING CO. 
BATTLE CREEK, MICH. 








} 


} 


ORIGINAL 


|} BURNLEY | 


SOLDERING | &myy rq | 
) Serra | 


\ ) 


PASTE 


=a ga as 





A uniformly good paste, that has 37 
years of success behind it, is the right 
one to carry. Burnley’s has a fine repu- 
tation and costs no more. Stock it with 
confidence—it’s approved by Under- 
writers’ Laboratories. 


Burnley Battery & Mfg. Co., 
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North East, Pa 





















Congratulations = MANUFACTURED BY | 
PLYMOUTH RUBBER COMPANY Inc. 


N a W A CANTON, MASS. U.S.A. 


PLYMOUTH 


—and best wishes 
for a successful 
convention in 


Buffalo 








PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS 





Manufacturers PLYMOUTH RUBBER COMPANY, Inc. 





Since 1896 CANTON, =»  » MASSACHUSETTS 






































Keep this in mind 
when talking about them 

















Executives, busy with the details of plant operation, sometimes 
overlook an obvious fact:—a fuse is not a single-purpose device, 
like wiring or water pipe—it is a TWO-PURPOSE device. It 
must carry forever all safe currents but it must interrupt quickly 
any dangerous current. Hence, design and construction play a 
major part in whether or not a fuse will operate properly. 

These facts are obvious—and isn’t it equally obvious to men 
interested in plant operation that a fuse that permits needless 
blows is wasteful and costly. 

Therefore, when selling fuses, bear down on Fuse-Case and 
Fuse-Link design. It is here that BUSS Super-Lag Fuses show 
their superiority. 

The BUSS book on “Fuses made to protect—not to blow” gives 
you a lot of talking points that will help you close many a sale— 
use it, 

Should you run into some particularly hard prospect, call on 
the BUSS Fuse-man in your territory. He is always glad to help 
you make a sale. 


BUSSMANN MFG. CO., ST. LOUIS 


Division of McGraw Electric Co. 


( 








BUSS seks FUSES 


MADE TO protect ~_-NOT TO BLOW 















